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YOU CAN FIT ALL THESE 146 PEOPLE BETTER 
with 38 sizes of TINGLEY RUBBERS and BOOTS —than you ever 
could with 146 sizes of old-fashioned lined rubber footwear. 


YOU MAKE MORE MONEY, T00! 





Perfect 
marriage ol 
tyle and 


Comfort 


as featured on 


evelalions 


by DESCO 


R'B-FIEX 


SOLES BY 
CAT’S PAW 


for samples write: 
Cat’s Paw Rubber Company, Inc., Baltimore 30, Md. 
In Canada; Cat’s Paw-Holtite Rubber Company, Ltd., Drummondville, Que. 





you 
BRACKET 
THE PROFITABLE 
MARKET 


Weyenberg. 
phoes for men 


MASSAGIG 
fe Makione EFser 


from a money-making low of $11.95 
to a sensible top of $23.95 


The profitable market for men’s shoes in America 

is covered by your WEYENBERG-MASSAGIC price 
bracket! With WEYENBERG and MASSAGIC Shoes, 
you’re right in the heart of the market and headed 

for a profitable operation. 


Exclusive comfort features, like the air-cushioned 
construction and patented Arch-Lift of MASSAGICS. 
Smart, season-leading style . . . superior craftsmanship . . . 
correct colors . . . fine leathers . . . continuous 

national advertising . . . all of these contribute to 

your volume selling of WEYENBERG and MASSAGIC 
Shoes. And assure you not just of volume, 

but of volume at a profit! 


WEYENBERG SHOE MFG. co. \ MILWAUKEE 1, WISCONSIN 
May I, 1960 i 
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Protitable 
repeat sales 


of juvenile footwear are 


“OUT OF THIS WORLD" 
for the dealers who sel/ 


FLEET-AIR 














SHOES FOR CHILDREN 


EBY SHOE CORPORATION ¢ EPHRATA, PENNA. 


NEW YORK CITY SALES OFFICE * 924 MARBRIDGE BLDG. 
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# 
The number of shoes 
produced with 


PELLO 


during the 
first quarter of 1960 








broke every 
previous record 


in shoe history! 
a 


PELLON CORPORATION, Empire State Bldg., New York 1, N. Y. 
Shoe Sales Division: IRVING J. FIFE & CO., 432 Park Ave. South, New York 16, N. Y. 
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HOW BIG IS A BOY? 


As big as the man he loves.. . 





as warm as his heart, as wise as his words, 
as full of wonder as the world they share. 
A mother adds her mite. She sees to 

details like brushing teeth and lengthening pants, 
like stomach-aches and P.T.A.’s, and 

the regular purchase of Blue Star shoes 

... finer fitting, better made, and 

priced so fathers can afford them. 

Blue Star shoes come in 

every size a boy does. Or a girl. 

In-Stock — Same Day Service 


Blue Star Shoes, Inc., Manufacturers 
5 Franklin St., Lawrence, Massachusetts 


ala 


$5-$6-$7 “children’s shoes 


os Mr. NEOLITE says: 


lf you’re going to the “Show” 
c= he sure to see these 


New and Improved 


NEOLITE 72x SOLE 


engineered for 

improved finishing © 
characteristics at 
no additional cost 


© SENSATIONAL SATIN FINISH \ | WP see the complete line 


Looks and is soft and mellow \ wo top-quality GOODYEAR 
' ™ shoe products at the 


© EXTREME FLEXIBILITY \/ es ee 


Can actually be bent with your fingertip \ ~ nee | BOOTHS 351 and 352 
HALL OF MIRRORS 


° REMARKABLE LIGHTNESS ees ’ . NETHERLANDS-HILTON HOTEL 
: CINCINNATI, OHIO—MAY 13-16 
LONG WEAR, 100 NORTH AMERICAN FACTORY MANAGEMENT 


Gives true comfort, true economy % CONFERENCE 


Watch the award-winning GOODYEAR THEATER 
lots of good things come from exe on TV every other Monday evening 


GOOD, 
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i ] 
SMASH HITS ! 


NEW CHEMIGUM 
Hews” SOLE 


NEOLITE (7x SOLE WITH 


ELASTO-CREPE INSERT 


Built-in bounce for magic walking comfort 


WINGLITE SOLING...in sheets or molded soles 
in all thicknesses and for all kinds of shoes 


Improved NEOLITE and CROWN NEOLITE SOLES 
...for every type of shoe 


New QUEEN ANNE JETLITE HEEL’ 


New JETLITE “FLATTIE” HEEL 
...for universal use 


New 4/8 JETLITE HEEL BASE 
and JETLITE DUTCHMAN 


NEOLITE CREPE SOLING...in new designs 


May I, 1960 





sia 


: ere eee 


Our dealers help write our 

ads. This is a quote from a 

Jarman dealer in California. 

(And wherever your store, 

you will say the same thing 

if you should become a 

Jarman dealer. For full 

information about our 

proposition, write today.) 
52931 — The “Leisualite,” in 
natural glove leather with full 


cushion insole and cushion 
crepe sole and heel. 


To retail at $10.95 


TO RETAIL AT $10.95 TO $19.95 MOST STYLES 


JARMAN SHOE COMPANY « NASHVILLE, TENNESSEE 
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He and You..... 


—Did you ever notice . 

—“When the other fellow tales a long time, he’s slow. 
But when you take a long time, you’re thorough. 

— “When the other fellow doesn’t send his reports in, 
he’s lazy. But when you don’t do it, you’re too busy. 
—“When the other fellow does something without 
being told, he’s overstepping his bounds. But when 
you do something without being told, that’s initia- 
tive. 

—When the other fellow sells with a hard-sell pitch, 
he’s using high pressure. But when you do it, you’re 
being firm. 

—When the other fellow pleases the boss, he’s polish- 
ing the brass. But when you please the boss, that’s 
cooperation. 

—<When the other fellow overlooks a rule of etiquette, 
he’s rude. But when you skip a few rules, you're 
original, 

—“When the other fellow gets ahead, he’s getting 


breaks. But when you manage to get ahead, it’s 
hard work.” 


—This is out of a recent issue of “The CUBOIDER” 


. the monthly newsletter that the Burns Cuboid 
Company publishes. James Sewell, president, also 
told this story... . 


—“ ‘Sorry, you'll have to count me out tonight. I’ve 
got to complete my sales reports and line up my 
work for tomorrow, Also, I want to be on the job 
early in the morning, with a full head of steam on. 
So long. See you tomorrow.’ 


—“That’s how salesman Bill Smith usually avoided 
going with the boys on a party. When the boys 
turned in, around two or three a.m., Bill had been 
asleep for hours. He had written up his reports and 
planned his work for the next day. It didn’t take 
long. Within a year Bill was made manager of one 
of his Company’s best branches. The boys com- 
plained that the boss was playing favorites. When 
the boss heard about it he replied that Bill never 
needed pull. He had furnished his own in the form 
of push. It’s the amount of time and energy de- 
voted to business that makes the difference between 
a top-notcher and a salesman who just gets by.” 


€. B. Tan 
— aeateons Ne 
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JUMP/NG- JACKS 


SS 


Ss 


Open Season 


UM PING JACKS” 
SANDALS 


time to shoot for 
volume is now... 


No. 11 White 
Sizes 1-3,B8 &D 


No. 17 White 
No. 27 Brown 
No. 37 Red 
Sizes 3-6,B8 &D 


$260 


170N White Smooth 
370N Red Grain 
Sizes 3-5,C toE 
54-8, 84-12, B-E 


270N Brown Grain 
54-8, 84-12, B-E 


: was all sizes 


IMMEDIATE DELIVERY 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 














THERMOFIBE ... a leather- 
fibre thermo-plastic counter that pro- 
vides a supple, resilient topline and still 
holds a firm base. Thermofibe bonds to 
the upper with its own self-contained 
adhesive and is easily adaptable to 
thermoplastic lasting. It does not re- 
quire any skiving. Thermofibe was care- 
fully engineered for all preforming 
counter moulding machines. 


We'll be happy to see youat the... Beckwith also manufactures a complete 
line of solvent-activated and thermo- 


FACTORY MANAGEMENT CONFERENCE . . . 
plastic counters in all weights... 





Netherland Hilton Hotel 
Cincinnati May 13 - 16 


| Room 608 | 
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ELASTOE is a new soft box toe 
primarily designed for double and triple 
needle point shoes. It is easy to last, 
wipes in without fight at the bedlasting 
machine... and your lasts can be pulled 
quickly. Elastoe faithfully reproduces 
and retains the crown of the last and 
yet has the resiliency that is so impor- 
tant to every good shoemaker. The qual- 
ities of Elastoe are truly hard to believe 
until you see it in operation in your own 
factory. 


Beckwith are the manufacturers of the 
famous quality line of thermoplastic, 
solvent-activated and softie type box 
toes. 


203 Arlington Street + Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee + Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canada 
Victory Plastics Co., Hudson, Mass. + Safety Box Toe Company, Boston, Mass. + AGENTS: Wright-Guhman Co., St. Lovis, Missouri + Dellinger Soles Co., Reading, Pa. 
The Geo. A. Springmeier Co., Cincinnati, Ohio + Factory Supplies, Inc., Milwaukee, Wis. + Moore & Giles, Lynchburg, Va. 
T. Wingfield, Ltd., Auckland, New Zealand + A. Mushin & Miller Pty. itd., Melbourne, Australia + Ramil & Co., Boston, Mass., for Latin America and South Africa 


May !, 1960 
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U. S. Kem-Blo sponge rubber insoles. Manufacturers and retailers alike have 
learned Kem-Blo brings repeat sales because it lightens every step from first 
to last...never mats, packs, or shreds. And you can use scientifically 
designed Kem-Blo in just about every type of footwear made. Get the full 
story. Write for information and test-size samples to: United States Rubber, 


U.S. Kem-Blo Sponge Dept., 361 Church Street, Naugatuck, Connecticut. 


“For constant shoe profits 
sell barefoot comfort! 


Customers today demand comfort...and get it in. shoes cushioned with 


US United States Rubber 


THE NAFM CONFERENCE—NETHERLAND HILTON HOTEL—ROOM 712 
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... the boot that will 
appeal to more people 


than any western boot 
in history! 


In design, it's a magnificent version of the 
‘*steerhead."’ In style and workmanship, it's 
Acme’s finest . . . with the added touch of 
golden leathers. Many colors and combina- 
tions! Choice of heels and toes! You'll like 
the price, too! 


TO RETAIL cost 
MENS AT TO YOu 


6% thru 12, and 
13-B ond D $16.95 $10.10 


BOYS and GIRLS 


3% thru 6-B andD 9.95 5.95 
82 thru 3-B and D 7.95 4.75 


INFANTS 
4 thru 8 - D only 5.95 3.50 


“IMMEDIATE 
DELIVERY” 


Design Patent 


Backed by Acme’s all-time greatest advertis- 
ing campaign, including full-color pages in 
Life, Look, Saturday Evening Post and Western 
Horseman. 


Applied for 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee 
WORLD'S LARGEST BOOTMAKERS 








¢ <<. /PROVEDEE D< 
wh.” *¢ 9 BEST BYMs ... 





everyone says it 


Are you getting the best innersole yo py? Let’s look at the facts . . . as proved by 
the precise laboratory tests of natioy ch Corporation: 
— did you know that there isf Mimong all innersoles now on the market in resistance 
to discoloration, cracking shrinkage, as well as in tackiness and bleeding. 
— these facts have been ce p first time and PRIME-TEX representatives will be 


happy to show you A 
— Thus claims for inne brs must be considered neither more nor less valid for any 


one product over 
Now let’s look at the facts most important to manufacturers, retailers and consumers 
. . + facts conclusively pr, prove that only PRIME-TEX can offer: 
— FLEXIBILITY ext best product in the industry and 39% higher than the 
average in t 
— ABRASION R ater than the next best product in the industry and 42% greater than the 
average in i 
— WATER AB eater than the next best product in the industry and 43% greater than the 
average in 
— BURST STR pater than the next best product in the industry and 33% greater than the 
average in thé 
— TENSILE STRENGE Br AGING ... only PRIME-TEX proved an increase in strength after wear while the 
average in the industry showed a 41% decrease in tensile strength after the same amount of wear. 
These are the basic tests which prove superiority in comfort, wear and foot health, insure minimum cost of 
manufacture and provide you with the facts, not the claims, which help to insure the sales of your shoes . . . when 
they are made with PRIME-TEX INNERSOLES. 
Let your own experience substantiate the superiority of PRIME-TEX . .. without obligation . . . simply 
request PRIME-TEX samples. 


FOR FREE SAMPLES OR REPRESENTATIVE, WRITE <g@)OR CALL NA5-8996 


YOU GET THE BEST WHEN YOU SPECIFY td the b gah’ 


CORPORATION © MANCHESTER, N. H. 





new innersole idea now 
proved best for you! 


NERS O CEQ 






camo 
YORK 


. had it proved by nationally famous. . . 


The York Research Corporation made a comparative study of Prime-tex innersole material against the six largest selling brands 
of innersole material on the market. The tests were conducted using U. S. Federal Government Specification [KK-L-311 (3) ] “Leather 
and Leather Products: General Specifications (Methods of Sampling, Inspection and Tests)” with these amazing results. 











| ABRASION | WATER | BURST THERMAL | TENSILE | ACIDITY. | FRICTION | TEAR | DUROMETER COMBINED 
TEST | FLEXIBILITY sla |ABSORPTION | STRENGTH |CONDUCTIVITY| STRENGTH | ALKALINITY a =a = RATING 


PRIME-TEX | ‘m0 17 “lisa 250 Ou | 56 te | 91 1 a 38a Le 


PRODUCT (A) 3.81 


1.54 








PRODUCT (B) | | : = 463 
oor ; 445 
PRODUCT (D) ; , Ve ‘8 ! | 2.90 
PRODUCT (E) ; ; io, | : , 4.36 | 
PRODUCT (F) : = 2 : ae | 3.63 


x 


GLAMOR with Lo-Wedge Heel NYLON SLIDE — Black only SMART with Avenue Heel 
Black or Gray Black or Gray 


NYLON LACE BROADWAY with Boulevard Heel NYLITE with Boulevard Heel 
Black or Loden Green Black or Loden Green Black or Gray 


SIX 
fashion 
beauties 
of 

nylon 


SPECIAL FEATURE: 


All our high heels 

are constructed 

with Nylon Plasti-caps 
for additional wear 
and protection. 


LA CROSSE RUBBER MILLS CO. 


LA CROSSE, WISCONSIN Made in America by Americans “Quality Comes First” 


> 


\ CROs. 
Ss r Se 
fame, 
% 
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NSBis the shoe board made 
exclusively for the 
shoe industry by: 


Bath Fiber Co., Inc. 
Bath, N. H. 


Colonial Board Co. 
Manchester, Connecticut 


Endicott Johnson Corporation 
Johnson City, New York 


Fibertex Corporation 
1001 Islington Street 
Portsmouth, N. H. 


C. F. Jameson & Co., Inc. 
Haverhill, Mass. 

(Selling Agents for 

Milton Leather Board Co. 
Amesbury Fibre Corporation) 


George O. Jenkins Company 
Bridgewater, Massachusetts 


The C. H. Norton Company 
North Westchester, Connecticut 


Penacook Fibre Company 
Penacook, N. H. 


Rogers Fibre Co., Inc. 
Kennebunk, Maine 


Sherman & Company 
Belfast, Maine 


Spaulding Fibre Co., Inc. 
North Rochester, N. H. 


Western Fibre Company 
Caseyville, Illinois 


West Virginia Pulp & Paper Co. 
230 Park Avenue 
New York, N. Y. 


invisible 
For sound shoe construction 
specify the board, with 

a natural fibre bond 

NSB wet process 

shoe board — 


interlocked without 


pasting for true 


3-dimensional stability. 





RIGHT ON TARGET 





BILTRITE NURON-CREPE 

The cushiony sole smartly suited to a variety of styles. Ultra- 
light, comfortable, in the latest fashion colors. Also available 
in ribbed design. In assembled soles and uniform sheets. 


TRU-GLIDE ZEPHYR 

Amazingly light sole saves as much as half a pound of weight 
per pair of shoes. Unique Tru-Glide action provides “walking 
on air comfort, healthful — and long wear. Men's and 
women's molded soles. 5 


BILTRITE SOF-CEL 

Soft comfort, remarkable durability, and practically weightless. 
Ideal for slippers, scuffs, beachwear. Won't absorb moisture. 
The newest colors, in uniform sheets with waffle, crepe, or 
smooth suede design. 


NURON-CREPE WAVE DESIGN 

The world's largest selling cushion soles. Smart design for safer 
footing. Super comfortable and long wearing. In assembled 
soles for men's and boys’ with flat tread or spring heel. 





ES APPEAL! 








BILTRITE 


CELLULAR 
SOLINGS 











Choose Biltrite Cellular Soling and you profit 
from the bottom up! 


Feather-light, color-right, if it's Biltrite, it's 
developed to serve you best. Cushion comfort 


plus long wear help add up to a smart sales story! 


SALES APPEAL by BILTRITE — that's your key 


to increased sales with cellular soling. 


FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


~\ BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
in Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 

















The CoN ews in Shoe Styling — 


Mears Heel Appeal:/ 


WHATEVER THE NEW FASHIONS in shoes — for this 
season or the next — your stylists can depend on 
Mears to create and produce just the right heel de- 
sign to make your shoe line a real winner at the 
sales counter. 

This is Mears ‘Heel Appeal’. Fads and novelties, 
casuals or high style; traditional, continental or 
extreme — Mears’ stylists anticipate new trends and 
Mears’ craftsmen provide skilled reproduction. 
Mears ‘“‘Heel Appeal” is available to you for the 
asking. In both the East and the Midwest, it is the 
only single source for all the latest in heel styles and 


materials, with a five-factory capability 
for fast, efficient production to meet your schedules. 
Ask about Mears “Heel Appeal” from your local 
Mears’ representative or call directly for prompt 
service on prices, samples and styling assistance. 


Lawrence, Mass., St. Louis, Mo So. Charlestan, Ohio 


Mears...THE FINEST NAME IN HEEL STYLING AND CRAFTSMANSHIP 


SEE US AT OUR BOOTH 7-8, Restaurant Continental at the North American Factory Management Conference 
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Fashion Data Supplied 
To 500 Key Retailers 


NEW YORK — Augmenting its 
services to retailers, Popular Price 
Shoe Show of America launched a 
new program this spring, aimed at 
supplying valuable factual mate- 
rial to leading shoe retailers 
throughout the country. 

Starting early in March, a series 
of letters and informative material 
was sent out, personally addressed 
to 500 shoe merchandise managers 
of leading stores. The response 
was excellent, according to 
PPSSA’s co-managers, Maxwell 
Field and Edward Atkins. Many 
letters of appreciation were re- 
ceived. Some asked for more de- 
tailed market data, and it was 
supplied. 


A Series of Reports—Included in 
these mailings was PPSSA’s pre- 
liminary fashion report for fall, 
prepared by Doris Weston and 
Helen Joseph. This was followed 
by European style reports from 
Paris and Italy by Bettina Ballard, 
a former editor of Vogue and au- 
thor of a new book about the 
fashion world. Shortly before the 
May show, PPSSA’s complete fash- 
ion forecast for fall went out. 

Also included in the mailings 
were several “fact cards.” One of 
these gave percentages of footwear 
sold in the popular price bracket, 
up to $12 retail, for 1953, 1955, 
1956 and 1957. Pertinent figures on 
the teenage market were given in 
another card. Provocative ques- 
tions such as the following were 
included: “How many browns for 
fall?” 


“To Build Interest”—The pro- 
gram was planned “to build maxi- 
mum interest among better-grade 
shoe retailers in having their buy- 
ers attend PPSSA, May 1-5.” 

The first letter to the 500 mer- 
chandising executives expressed 
the belief that merchandisers and 
buyers would find the material 
they were to receive valuable in 
pointing up the “sound fashion ba- 
sis of the popular price shoe in- 
dustry” and showing retail sales 
opportunities for fall. 
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ISCO to Finance Independents 


International Shoe plans a “sort 
of partnership arrangement” that 
will help independent retailers 
expand, especially into shopping 
centers and other choice sites. 
No “acquisitions” are expected. 


ST. LOUIS—International Shoe 
Company plans to go into the retail 
shoe business, not through direct 
acquisition of retail stores but by 
means of a “sort of partnership ar- 
rangement with selected indepen- 
dent retailers.” 

The arrangement will provide 
the financial backing to enable in- 
dependent retailers to get into 
choice store locations, principally 
in shopping centers. 

Although details are still in 
the formulative stage, Henry H. 
Rand, president, told a New York 
press conference that ISCO intends 
to proceed into the retail field “as 
heavily as we can and as fast as 
we can.” First word of the firm’s 
new expansion policy came two 
months ago, when Mr. Rand told 
stockholders that “it will be neces- 
sary to go further in the develop- 
ment of retail outlets.” Until 1950, 
a “hands-off retail” company policy 
had prevailed. 


Working Agreements—Under the 
new program, ISCO now proposes 
to set up working agreements with 
independent retailers. Store own- 
ers may receive financial help in 
order to develop, expand and pro- 
gress, especially where moves to 
shopping centers are contemplated. 

“Where independent retailers 
find expansion difficult or impos- 
sible because of a lack of capital,” 
Mr. Rand said, “it is important for 
American manufacturers to fur- 
ther the system of retail distribu- 
tion by providing funds or credit 
to make expansion possible.” In 
this way, he added, the shoe indus- 
try can “insure a means of distrib- 
uting the products we make and, 
by having our products more read- 
ily available to more consumers, to 
develop greater sales and profits.” 


“No Acquisitions”’—ISCO’s new 


policy includes “no acquisition 
plans” and is designed to remain 
“within the spirit of present laws 
against monopolies.” 

Eyeing the future, Mr. Rand said 
that the “nation’s economic growth 
will be increasingly dependent on 
the expansion of service to consum- 
ers at the retail level. The mere 
volume production of goods will 
not add substantially to industry’s 
growth unless there is improve- 
ment and strengthening of the 
channels of distribution to the ul- 
timate consumer through strong, 
well-financed retail outlets.” 


Merchants Service Cited — Ex- 
pansion of retail outlets must be or- 
derly and not concentrated in the 
hands of a few, Mr. Rand added. 
Independent retailers need capital, 
credit and merchandising assis- 
tance from manufacturers. Under 
ISCO’s Merchants Service Plan 
started several years ago, the firm 
now supplies 1300 small indepen- 
dent retailers with merchandising 
helps, display materials, advice and 
advertising support. 

Shoenterprise Corporation, an 
ISCO subsidiary, finances the set- 
ting up of retail shoe outlets in lo- 
cations where the company’s dis- 
tribution is being broadened. 


How Company Distributes— 
ISCO distribution is primarily 
through more than 30,000 indepen- 
dent retailers, plus a part through 
large and small chain organiza- 
tions and through retail outlets op- 
erated by the company. In addition 
the Florsheim division has about 
100 controlled retail outlets. ISCO 
accounts for some eight per cent 
of total domestic shoe output. 

A Canadian subsidiary, Savage 
Shoes, Ltd., makes men’s, children’s 
and girls’ shoes and sells them 
through nearly 2000 independent 
Canadian retailers. 

Financial Forecast — Mr. Rand 
said that for the six months ended 
April 30, the company expects sales 
to reach $147 million compared 
with $134 million for the same pe- 
riod a year ago. 
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NSMA Accounting Clinic: 


Commission System Argued 


Shoe travelers’ straight-commis- 
sion pay was a topic of discus- 
sion during the Accounting and 
Office Management Clinic. Some 
100 executives were present. 


ST. LOUIS—The shoe industry’s 
straight-commission pay basis came 
in for much ribbing from profes- 
sional accountants at the western 
session of the National Shoe Manu- 
facturers Association’s Accounting 
and Office Management Clinic April 
21-22. 

Accountants insist that the out- 
moded practice lets shoe travelers 
concentrate on “good” accounts, 
soft-pedal establishing new ones. 
Manufacturers argue, however, that 
the commission system lets them 
keep this part of sales cost in direct 
ratio to pairs sold. 


Direct Cost Accounting — The 
lively clinic met with enthusiastic 
response from the approximately 
100 accounting executives present. 
Most challenging topic was direct 
cost accounting, not a new concept 
(since its roots date back to 1928) 
but new in practice to many shoe 
manufacturers. How direct costing 
can lead to increased profits was 
presented by T. H. Nicholson, part- 
ner in the management consultant 
firm of Stevenson, Jordan & Harri- 
son, Inc. 

“Direct costing answers the ques- 
tions whole cost systems bury,” he 
said. “Direct costs are costs which 
do not include in their calculation 
any fixed or period charges.” 


How to Install It— Harold Mc- 
Gowan, internal auditor for Endi- 
cott Johnson—which has adopted 
modified direct costing—gave shoe 
manufacturers the steps for install- 
ing a direct costing plan. First, he 
said, separate all costs into fixed 
expenses, those which are incurred 
in doing business but which do not 
vary with changes in production 
levels; and variable expenses, those 
which move up and down with the 
level of volume of business. Mixed 
expenses need separate analysis to 
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determine what per cent of each is 
fixed and what per cent variable. 


Good and Bad Points— When 
manufacturer’s costs have been di- 
vided, variable costs then stand 
alone as actual pure costs of mak- 
ing each pair. Direct costing gives 
accurate figures at any volume 
level, whereas under the total cost 
system fixed expenses weight tabu- 
lations radically depending on vol- 
ume done. 

Disadvantage to direct costing, 
Mr. McGowan noted, is the two- 
season nature of the shoe business, 
since costs must be refigured as 
new patterns are put in. 

Management reports developed 
through direct costing systems were 
cited as more easily and clearly 
understood by management, which 
must rely on reports for policy and 
decision making. Plant foreman effi- 
ciency can be readily appraised. 


Hansen Study Aired—Harold R. 
Giblin, NSMA, reviewed the Hansen 
Study of the shoe industry. The 
study rebukes commission selling, 
private labels (“there are no pri- 
vate labels on automobiles’’), undis- 
tinctive advertising, over-capacity, 
insufficient research, industry se- 
crecy, and lack of manufacturers’ 
financial aid to retailers. 

Some other speakers were: 


© Paul Ames of Charles Cush- 
man Company, who covered mate- 
rial costing. He said cost sheets 
act as “governors and safety valves 
on the shoemaking engine and 
sound danger signals.” 


¢ B. H. Semler, Freeman Shoe 
Corporation, who covered account- 
ing as a tool from both top manage- 
ment and professional viewpoints. 
He said, “A budget is a plan, not 
a forecast. In comparing figures, 
don’t look back to what you did last 
year. Look back to your budget.” 


© Ben Edscorn, International 
Shoe Company marketing specialist, 
who told how research can mini- 
mize that part of the sales dollar 
spent for distribution costs. 


Merchandising Clinic 
Topic: Trade Shows 


NEW YORK — How to evaluate 
and make the best use of trade 
shows will be discussed at one 
session of the National Shoe Manu- 
facturers Association’s annual Mer- 
chandising Clinic. The clinic is set 
for June 21-22 at the Statler-Hilton 
Hotel here. 

The trade show discussion will be 
led by Robert Letwin, editor of Sales 
Meetings Magazine, at the morning 
session June 22. According to 
NSMA, he will base his remarks on 
his own study of shoe retailers’ 
needs. 

Mr. Letwin claims, “Many execu- 
tives conclude that a certain show 
is unproductive simply because they 
don’t know how to use that show. 
Developing good traffic is mistakenly 
regarded as the object of many 
shows. The real objective in many 
cases is simply how to attract your 
particular customers from your own 
particular market.” 

The talk will cover: (1) what 
criteria to use in deciding whether 
to exhibit; (2) how to determine the 
needs of customers at a show; and 
(3) “What are the roadblocks to 
creativity in exhibiting at a show 
and how can they be overcome?” 


Spencer Acquires Maine 
Moccasin Manufacturer 


BOSTON—The Moose River Shoe 
Company, Old Town, Me., has been 
purchased by the Spencer Shoe 
Corporation here, according to 
C. Charles Marran, president of 
Spencer. 

Spencer operates a growing chain 
of popular price stores in the North- 
east. The Moose River firm makes 
a line of men’s and boys’ moccasins 
by the Littleway process. 

This is the second manufacturing 
acquisition for Spencer. About a 
year and a half ago it took over the 
R. P. Hazzard Company, Augusta, 
Me., which makes men’s and boys’ 
welt shoes. In announcing the 
Moose River acquisition, Mr. Mar- 
ran stressed that the company will 
continue to operate under its own 
name with no change in manufac- 
turing and selling policies. 
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Thomas J. Nolan Dies at 59; Managed 


Endicott Johnson’s N. Y. Sales Division 


JOHNSON CITY, N. Y.—Thomas Joseph Nolan, 
59, general manager of the New York sales division 
of Endicott Johnson Corporation, died in a local 
hospital April 18 after a brief illness. 

Mr. Nolan, considered an authority on the foot- 
wear export trade, had been associated with Endi- 
cott Johnson for 37 years. He joined the company 
as export and traffic manager for the New York 
sales division. Later he was sales promotion manager 
and export manager before being named general 
manager in 1946. 

Mr. Nolan lived in Stewart Manor, L. I. Surviv- 
ing are his widow, Mary; a son, Thomas J., Jr.; a 
daughter, Mary Rose Smyth; two brothers, a sister 
and eight grandchildren. 


150 Lines Expected at Detroit Showing 
May 22-24; Hawaiian Party Planned 


DETROIT—More than 150 lines will be shown at 
the Michigan Fall Shoe Mart opening here Sunday, 
May 22, for a three-day stand. Sponsored by the 
Michigan Shoe Travelers Club, the show will occupy 
display rooms in both the Statler-Hilton and Detroit- 
Leland Hotels. 

A gala Polynesian-Hawaiian party for visiting 
retailers and shoe club members will be the enter- 
tainment highlight of the show. Scheduled for the 
India Room of the Detroit-Leland on Sunday evening, 
the party will feature a Hawaiian buffet supper, a 
floor show by Hawaiian entertainers, and dancing. 


Judge Agrees to Bar Use of ‘Edwards’ 
Name in Atlanta Retailer’s Advertising 


ATLANTA—A federal judge here said he would 
grant an injunction restraining the Edwards Shoe 
Stores, Inc., and a subsidiary, Edwards Shoe Com- 
pany, both of Atlanta, from using the name 
“Edwards” in any form of advertising. 

Judge Boyd Sloan said the injunction would be 
granted in favor of J. Edwards & Company and 
Edwards Shoes, Inc., Philadelphia manufacturers. 
They had argued that use of the “Edwards” name 
infringed on their trademark and constituted un- 
fair competition. 


NSTA Taking Reservations for Dinner 


In Chicago Marking 50th Anniversary 


ST. PAUL, MINN.—Arrangements have been com- 
pleted for the National Shoe Travelers’ Associa- 
tion’s golden anniversary dinner, to be held Mon- 
day, October 24, during the National Shoe Fair in 
Chicago. 

The Chez Paree night club-restaurant will be the 
place. Reservations for 300 NSTA members will 
be accepted by the group’s headquarters at St. Paul 
on a first-come, first-served basis. 
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March Output Up Slightly; 3-Month 


Total Almost Equals Same Period of 59 


WASHINGTON, D. C.—U. S. footwear output in 
the first three months of 1960 virtually equaled the 
total for the same period last year. The Census 
Bureau estimates the 1960 figure at 164.5 million 
pairs compared with 165.1 million in 1959. 

The Bureau said March production reached 58 
million pairs compared with 57.5 million in March 
1959. The total was 9 per cent above the February 
’60 figure of 53.4 million pairs. 

Men’s dress and play shoe output totaled 7.7 
million pairs, 4 per cent below the 8 million pairs 
for March ’59 but 16 per cent above the 6.6 million 
in February ’60. Women’s dress and work shoe 
output was 18.4 million pairs, 8 per cent above the 
17 million for March 1959 and 6 per cent above the 
17.4 million for February 1960. Output of other 
footwear was 2 per cent below the March 1959 fig- 
ure but 9 per cent above the February 1960 total. 


Poor Weather and Later Easter Slash 
March Sales Totals of Leading Chains 


THE nation’s major shoe chains, which have made 
sales increases a habit in recent months, were dealt 
a crushing blow in March by an unbeatable com- 
bination: stormy weather and a later Easter. As a 
result, sales totals plunged far below March 1959 
figures. The composite decline for six reporting 
chains was 26.8 per cent. 

The decreases ranged from 22.3 per cent for Mel- 
ville to 47.1 per cent for Butler. 

For the first three months of the year, all six 
chains are now behind 1958 sales figures. Together, 
they’re down 7.3 per cent. But when April totals 
are in, most if not all of them expect to be back 
in the gain column, both for March-April combined 
and for the first four months. 


Closed, Tapered-Toe Pump Reigned 


For Easter, Student Survey Shows 


NEW YORK—This year’s typical Easter parader 
wore a closed pump with high, narrow heel and 
tapered toe. That was the finding of students in 
fashion accessories classes at New York University’s 
School of Retailing, who conducted their annual 
survey in an area ranging from Chicago to Miami 
Beach to Bermuda. 

The biggest gainers were patent leather, up from 
18 per cent in 1959 to 29 per cent, and creamy off- 
white (or bone), which jumped six points to 15 
per cent. Bone edged out navy (11 per cent) as the 
No. 2 color, while black stayed on top with 47 per 
cent. 

Sixty-nine per cent wore the tapered toe, and 
83 per cent wore closed shoes. Pumps continued to 
gain, reaching 88 per cent. Fifty-nine per cent of 
the marchers wore high heels; and the heels of 
66 per cent were narrow. 
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Weather and Timing Curb MASTA 


By CHUCK HOSSACK 


PHILADELPHIA — Unseason- 
ably hot weather and the nearness 
of the Popular Price Shoe Show of 
America combined to cut into traf- 
fic at the MASTA Fall Shoe Show 
held at the Benjamin Franklin Ho- 
tel here, April 24 to 26. The show 
was sponsored by the Middle Atlan- 
tic Shoe Travelers’ Association. 


One hundred and sixty retailers 
and buyers registered on the 
opening day, a Sunday. Many of 
the 51 exhibitors said the turnout 
was disappointing. They said many 
retailers passed up the show in fa- 
vor of outings with their families. 
It was felt, too, that retailers can- 
celled their Philadelphia plans 
with the idea of seeing a greater 
selection at the PPSSA in New 
York May 1-5. 


Total Turnout Down 20%—Reg- 
istration for the three days ran 
near 400, a drop of about 20 per 
cent under last year. 

There were exceptions. Repre- 
sentatives of one of the largest ex- 
hibitors said they had satisfactory 
traffic and that they wrote orders 


steadily. A representative for a 
high-priced fashion line said he 
came into the show with a list of 
scheduled appointments and wrote 
orders. Two firms offered children’s 
vulcanized shoes and representa- 
tives of both reported seeing in- 
terested retailers. 


Trend to Lighter Weights—Chil- 
dren’s manufacturers all showed 
and sold patched saddles, washable 
suedes and velvets. For fall there 
is a marked trend to the lighter 
weight shoes that feature cement 
construction. Boys’ styles follow 
the men’s styles closely. A leading 
men’s producer offered a wide 
range of man-styled shoes for boys 
and it was reported getting strong 
attention, especially in metropoli- 
tan areas. 

Men’s producers reported in- 
creasing orders for the continental 
styles featuring high-riding fronts. 
Also on order books are demands 
for the pointed toe and some de- 
mand for the pitched heel. 


Brown or Black?—While black 
outsold brown 3-1 in one line, an- 
other representative said that 
brown surpassed black in the five 


Textron to Acquire 


Weinbrenner Shoe 


MILWAUKEE — Textron, Inc., a 
diversified industria] concern, plans 
to acquire the 68-year-old Albert H. 
Weinbrenner Company, Milwaukee 
producer of men’s and boys’ dress 
and work shoes, for an undisclosed 
sum of cash. The transaction is sub- 
ject to approval by Weinbrenner 
stockholders at a meeting early this 
month. 

Weinbrenner, which operates 
plants in Merrill, Marshfield and 
Antigo, Wis., had sales last year of 
about $15 million. 

The business is to be conducted 
through a new company wholly 
owned by Textron. No changes in 
operating management or policy are 
planned. Continuing as president 
will be Walter F. Kieckhefer. 





top-selling patterns of his line. In- 
terest was strong in shadow an- 
tiquing and in the black olive 
tones. There were also reports that 
the new treatments of the heart 
wing and the diamond tip were net- 
ting orders. 

Women’s manufacturers are sell- 
ing more black than anything but 
several noted mushrooming in- 
terest in all of the shades of brown. 
This was picked as a strong fall 
trend. 





Luncheon Style Showing to Highlight Los Angeles Market Week 


LOS ANGELES—Most of the con- 


versation among shoe manufac- 
turers and their salesmen in this 
area centers around the West Coast 
Shoe Travelers’ 
Fall Market Week, 
which opens May 
15 for a four-day 
stand at the Alex- 
andria, Biltmore 
and Sheraton West 
Hotels. 

Through the 
years the WCSTA 
show has become 
the standard buy- 
ing mart for west- 
ern retailers. Buyers come from 13 
states including Alaska and Hawaii. 

Sam Steinhart is show chairman. 


Luncheon-Style Show Set — The 
WCSTA show has established for 
itself a reputation as a working 


SAM STEINHART 
Show Chairman 
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show, and the last few events have 
been devoid of entertainment ses- 
sions. 

This time the only exception to 
the policy will be the luncheon and 
style show in the Alexandria Hotel 
ballroom, Monday, May 16, at noon. 
Models in French outfits will dis- 
play more than 60 of the latest 
styles in men’s and women’s dress 
and casual footwear, and children’s 
shoes. WCSTA members will serve 
as commentators. 


A Preview of Exhibits—Forecast- 
ing what manufacturers will dis- 
play is tricky at best, but it’s pos- 
sible to make certain predictions: 

In boys’ and young men’s lines, 
the chukka boot is expected to be 
even more important than before, 
with some dressy two- and three- 
eyelet styles and a strap version 
showing up. Here in California a 


peculiar fancy for this item has de- 
veloped among teenagers and sub- 
teens. 

Casuals and slipons, while not 
likely to be so strongly represented 
as at spring shows, will still be 
much in evidence. Southern Cali- 
fornia is a steady, year-round mar- 
ket for pool, casual and sporting 
garb. 


Rounded-Toe Pump? — Although 
there is little doubt the needle and 
tapered toes will lead in women’s 
dressy shoes, some murmurings in 
the background could be signs of a 
sleeper. It’s expected that at least 
one or two producers will come out 
with a rounded-toe pump cut par- 
ticularly low in the throat and 
quite oval in cross-section. It will 
actually be a revival of the ultra- 
short-vamped pumps called by some 
the “baby doll” shoe. 
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Soles That Sell Shoes! 


... that’s BEARFOOT AIROFLEX soles, developed especially for quality 
men’s dress and women’s high style shoes! 

You've never seen a sole take such a beautiful bottom and edge finish 
for perfect harmony with the upper! 


Excellent flexibility of AIROFLEX soles makes even the most stylish 
dress shoes comfortable favorites! 


And — BEARFOOT AIROFLEX soles cut production costs because they 
process easily! 


See a// these famous BEARFOOT SOLINGS 


AIROFLEX — flexible, uniform dress sole 

NITROSIL — long wearing, microcellular split sole 

ROTOGRIP — cellular ribbed sole with distinctive gripping edge 
YACHTING SOLE — provides positive grip even on slippery boat decks 


Room 709 — Netherland Hilton Hotel 
Shoe Factory Conference—May 13 thru 16 


A trusted name on shoe bottoms since 1924 


THE BEARFOOT SOLE COMPANY 


WADSWORTH, OHIO 


BOSTON: 210 Lincoln St., H. T. Fogg, Manager * MILWAUKEE: 1931 S. Allis St., Atkinson Sales Co., Inc. © ST. LOUIS: 1602 Locust 
Street, D. W. Murray, Manager * GLENSIDE, PA.: 124 S. Easton Road, R. L. Stiles & Co. * NEW YORK: 225 W. 34th Street, Homer Bear 








SIMPLEX 


Line up with... 


Every mother who brings her toddler FOR YOUNG FEET 
in for his or her first pair of Flexies 
knows she can be sure of the same fine 


Simplex quality, craftsmanship and style as The COMPLETE line 


the child grows. She’ll want to stay with you. 
She’ll have every reason to resist the ry child ren 's shoes 


clearance sales and bargain counters of 


competitors. You'll earn, and get, ° 
visit teen inacamabeatat tied en all ages...all styles...all sizes 


loyalty of your trade. Anatomic 


Flexi-Pedic Steet 
For ew For Shoes 


Growing —~ it 


é Air Cushioned 
’ from Heel to Toe 


> _ White 
Uniform 
Shoes 


See the SIMPLEX Representatives at the Shoe Shows! 


POPULAR PRICE SHOE SHOW 
May Ist-5th, New York, Sheraton-Atlantic Hotel, Room 580 


SOUTHWESTERN SHOE SHOW 
May 8th-1Ith, Dallas, Adolphus Hotel, Room 956 


LOS ANGELES FALL SHOE SHOW 
May 15th-18th, Alexandria Hotel, Room 501 


SIMPLEX SHOE MANUFACTURING CO., Milwaukee 1, Wis. 
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@ Government tariffi-cutters want $900,000 for expenses at 
international meeting in Geneva to plan more tariff cuts. 


© Retail spokesmen say that requiring stores to 
break down finance charges for customers 
would bring higher prices. 


© Drop in exports impels administration to de- 
velop program intended to encourage sale of 
U. 8. goods abroad. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





The government officials who plan to cut tariffs on imported shoes and 
other merchandise next year are telling the Congress they need close to $1 
million expense account money to “expedite” the job. 

The $900,000 they are asking in expense money is in addition to their 
regular paychecks, travel expenses, and away-from-home living allowances. 

Tariff-cutters from 37 nations, including the United States, plan to 
meet at Geneva, Switzerland, for a year or more beginning in September, 
1960. The purpose of the meeting is to cut tariffs. 

The State Department says it needs $26,320 to buy four cars for the 
tariff-cutters and to hire chauffeurs for them, $20,270 to ship their baggage, 
and $8,000 so they can entertain each other. 

It’s becoming increasingly clear that tariff reduction is going to be a 
costly project—in more ways than one. 


Requiring merchants to state all finance charges in terms of simple 
annual interest will inevitably drive up the price of merchandise, retail 
spokesmen are warning the Senate. Their views were presented during a 
public hearing on a bill (S. 2755) sponsored by Sen. Paul Douglas (Illinois 
Democrat) requiring all stores to explain their finance charges and carry- 
ing charges, and to limit such charges to simple annual interest. 

Unions and consumer groups are urging enactment of the Douglas 
bill. The National Retail Merchants Association is leading the fight for 
merchants against the bill. NRMA points out that written statements of 
finance charges will mean little or nothing to consumers. Credit charges 
will only be driven underground if the Douglas bill becomes law, NRMA 
predicts. 


Concern over the dwindling rate of U. S. exports is producing new 
government moves to stimulate trade. 

The deficit in the U. S. balance of international payments last year 
was $3.7 billion, up $300 million from 1958. The gap continues to widen. 

The Eisenhower Administration says it is taking steps to close the 
gap and encourage the sale abroad of U. S. goods. Specifically, the White 
House proposes to: 

Expand the trade promotion programs of the U. S. Departments of 
State, Commerce, and Agriculture. 

Improve the collection and publication of government statistics on 
world trade. 

Set up more U. S. trade centers overseas. 

Encourage more U. S. businessmen to go abroad. 

Export-Import Bank is to guarantee some export credits, and in addi- 
tion expand its borrowing facilities. 

These steps, if vigorously pursued, can help juice up our lagging 
volume of export trade. But the White House fails to mention the basic 
cause of our export problem; namely, our foreign aid program. 

In the past 12 years, the United States has given away well over 
$55 billion worth of goods. Entire national economies have been rebuilt. 
Factories, machines, machine tools, and consumer goods have flowed from 








@ Farm income this year is expected to hit an 
18-year low, stepping up the battle in Congress 
over farm legislation. 


Report from 
® Two bills in Congress keep the fair trade issue 


WASHINGTON 2206 @ 3 rete 





the U. S. to eager recipients in a steady stream. Now, these countries are 
producing quality products on modern, efficient machines at a much lower 
unit cost than we can achieve. 

Result: Our export trade is being lost to more efficient producers. 

Clearly, the Administration’s poking and prodding at the export 
problem fails to get at the roots. Until foreign aid is stopped and replaced 
with a realistic program of repayable loans, the problem is going to get 
worse, not better. 


Top government farm economists are predicting a 4.5 per cent drop 
in net farm income this year. Farm income will be at an 18-year low. 

A house agriculture subcommittee has been told that the 1960 net 
income figure will be less than 1959 income, which is now estimated at 
$10.9 billion. The 1959 total is nearly 16 per cent below the 1958 figure. 

Both the 1959 figure and 1960 estimates represent successive new lows 
for the period since 1942 when net farm income was $8.8 billion. 

The forecast is likely to add new fuel to the political controversy over 
farm policy in Congress where a battle over farm legislation is brewing. 

For the merchants, it means farmers will be buying less than in 
the past. 


Fair trade continues to rumble in Washington. 

Though it’s doubtful that any fair trade legislation could get through 
the Congress in this election year, two bills are keeping the pot boiling. 

And plans for fair trade research are underway. 

The two measures in the pot are the “quality stabilization bill’ and the 
so-called “national” fair trade bill. 

The quality stabilization bill, introduced this session, would permit 
manufacturers to control resale prices under trademark laws. 

It would allow the manufacturer to revoke the rights of a reseller 
to use the product trademark if the set price was violated. 

The “national” bill would allow manufacturers to establish resale prices 
in all states which don’t actively reject resale price maintenance. It has 
been in committee since last year. 

Both bills allow a retailer to defend necessary price cutting of their 
products if he can show that the manufacturer has permitted such price- 
cutting by a competitor. 

Research plans for an 18-month study of the economic effects of fair 
trade on small firms have been set up by the Small Business Administration. 

The study will compare fair trade and non-fair trade areas and com- 
parative factors, comparative rates of profit inventory turnover, and 
related matters. 


The White House is under new pressure to pull the government out 
of competition with taxpaying businesses and industries. 

A Senate committee report accuses the Eisenhower Administration of 
dragging its feet in moving to kill off the government’s many commercial- 
type activities that compete unfairly with private enterprise. 

The complaint is aimed at such government activities as engineering 
research, warehousing, construction, retailing, and trucking. 

“The Administration appears to have lost some of its earlier 
enthusiasm for this program,” the Senate-House Economic Committee 

(CONTINUED ON PAGE 56) 
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# 2? in a series on the revolutionary new children’s shoe line — ““ Number 26.” Bernice Fitz-Gibbon has been bringing 
gold to them thar tills for over thirty years. Here she shows you how to elevate your shoe business and your profits. 


Mr. Store President: 


you can’t milk a cow 


when she’s 


sitting down 


And you can’t shoe a horse when he’s sitting down. But 
have you ever thought about all the customers in your 
store who get shod sitting down to sitting-down shoes? 
Putting people, especially children, into sedentary shoes 
is bad, bad, bad. Sedentary means settled, stationary, 
staying in one place. Show us a child that stays in one 
place. But, you may say, haven’t shoes always been 
designed and fitted for the foot at rest? Yes—up to now. 
Now there’s a revolutionary new line of children’s shoes 
designed for the foot in motion: 


Genesco’s ‘‘Number 26” 


(there are 26 moving bones in the human foot) 


Yes, every one of those bones moves. These newly 
created shoes are the result of an exhaustive study by a 
trained group within the orthopedics department of a 
great eastern university. These brilliant scientists believed 
that ‘A shoe shouldn’t be a mere covering for a static 
object. A shoe must be an engineered structure for a 
moving object!’ They were horrified to discover that 
shoe lasts are not scientifically accurate reproductions of 
the foot—and that, indeed, they were often made pretty 
much by guess and by gosh. They felt that whatever 
can‘t be measured can’t be scientific. Because science is 
measurement. Little wonder, they thought, that most shoe 
lasts actually work against the feet once they get going 


— and what else are feet for but to get going? So they 
set themselves the task of designing a last (based on 19 
accurate measurements — accurate to the % millimeter) 
that would function with the moving foot. 


“Number 26" will prove a blessing — 


for you and your customers 


Think what it will mean to know that you are putting chil- 
dren into shoes that will help build for them a lifetime of 
health and happiness. There’s little joie de vivre when 
your feet are killing you. And most people's feet are kill- 
ing them. Stand on any corner and watch people shuffle 
and plod and mince and waddle and toddle, swaying 
from one side to another like a duck, or splaying out like 
a gander, or dipping forward like the lope of a country 
doctor's buggy. “Number 26” provides you with a wal- 
loping opportunity to do such good that your customers 
will be bound to you with hoops of steel. Should you be 
your brother’s keeper? Yes. Be your brother's keeper 
and, oh, brother, what a storekeeper you'll be! 


Genesco will provide you with all the selling material for 
the promotion of ‘Number 26” (which, incidentally, is a 
rememberable name and won't get lost in the snowstorm 
of current shoe names.) Right now | am working on a 
series of retail ads for you to run that | hope will be the 
forget-me-nottest ever written on children’s shoes. 


Precision Shoe Company —a division of G[INESCO Nashville, Tennessee 
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Tue ©'= Jay tues 


\—--\ AGAIN THIS SEASON! 


E-Jays .. . the popularly priced children’s shoes 
with the features mothers look for... are again 
advertised in PARENTS’ Magazine this Spring. 
Make E-Jays part of your Spring and Summer 
selling effort with a tie-in promotion of your 


own ... they can help make this your best sea- 
son ever! 

If you’re not now stocking E-Jays, drop us a 
line and an Endicott Johnson salesman will call 
on you soon. 


CHECK THESE CHILDREN’S SHOE SELLING FEATURES: 


1. The famous Guide-Step principle in some styles... designed 
to guide body weight to the strong outer edge of the foot. 


2. Permacounter . . . new miracle polyethylene counter that 
lasts the life of the shoe. Can't break down! 


3. Flexible, non-marking sole. 


4. Pacifate protected lining to help prevent athlete's foot, 
mildew and bacteria. 


5. Tough nylon thread throughout. 
6. Polyethylene midsole. 


PRICED TO RETAIL PROFITABLY AT 
$695 to $795 


E) 


ENDICOTT JOHNSON CORPORATION 
Endicott 1, N.Y. 
eeethe famous family name in shoes 
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by JOHN REILLY 


Editorial 





Footwear Import Explosion 


OOTWEAR imports are continuing their ex- 
Posen Nineteen sixty started off with a par- 
ticularly loud bang. 

Of leather footwear, 4,277,273 pairs, with a value 
of $8,628,781, were imported in January and February. 
This was an increase of 61 per cent in pairs and 59 
per cent in dollar value over the first two months of ’59. 

The increase in rubber footwear imports was even 
more startling. For the first two months of ’60, 18,- 
542,453 pairs were imported with a value of $10,661,- 
490. This represented a staggering 287 per cent increase 
in pairs and a 252 per cent increase in dollar value 
over the same ’59 period. 

These are alarming figures and indicate clearly that 
1960 will be a year of decision for the shoe industry. 
If these rates of acceleration continue, we may soon 
be in the same position in which the camera, textile, 
ceramic and glove industries find themselves. 

After years of striving to obtain relief from the 
Executive and Administrative branches of the govern- 
ment, the American Cotton Manufacturers Institute 
has finally turned to Congress for action. At a recent 
meeting of the Institute in Miami, James A. Chapman, 
its President, made a strongly worded demand that 
Congress develop “a realistic and fair trade policy.” 
Mr. Chapman made the further point that no one 
segment of the industry or, for that matter, no one 
industry can successfully fight the import battle by 
itself. Congress will arrive at a realistic and fair 
foreign trade policy only when it has been made to 
recognize the terrific toll that imports are taking of 
broad areas of American business and labor. 


A Strong Stand 


The National Shoe Manufacturers Association is 
taking an increasingly strong stand on the imports 
problem and has called on its membership to make their 
voices heard in Washington in a continuing campaign 
for import relief. The goal of the Association’s program 
is to “insure more orderly marketing and prevent 
damage to the United States shoe manufacturer.” 

The United Shoe Workers of America has told 
Congress that country by country quotas are the most 
effective way to stem the rising tide of imports. 

The shoe import problem is an industry-wide prob- 
lem. And there is growing evidence that this fact is 
being recognized. Manufacturers and labor have been 
the first to feel the impact of the import explosion. 
But retailers, too, inevitably will be hurt. A large part 
of leather footwear imports and practically all rubber 
and canvas imports are extremely low priced mer- 
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chandise. And they are moving to the public through 
mail order houses, bargain basements, discount and 
self-service stores. These imports are low end mer- 
chandise and every pair of such shoes that is sold 
lessens the chances for sales of better quality footwear, 
fitted and sold at a full markup through a service shoe 
store. And as the sale of low-priced imports increases 
more merchants will be forced to handle some of this 
type of footwear in order to stay in business. 

It is only natural that more American manufacturers 
should buy or make shoes abroad in order to supply 
the demand for lower priced merchandise. 


Fallacious and Dangerous 


In recent weeks some talk has been heard to the 
effect that advanced technology will enable American 
manufacturers to compete with low price imports, 
particularly those that are coming in from the Orient. 
This is a completely fallacious and a very dangerous 
notion. Shoe technology is probably further advanced 
in America than in any country in the world. The 
machinery necessary to overcome the wage differentials 
which exist between American shoe workers and 
workers in other parts of the world is yet to be designed 
and built. 


The House of Representatives has a _ resolution 
before its Ways and Means Committee calling for a 
moratorium on further tariff cuts. This resolution has 
the support of 23 representatives. 

The Senate Finance Committee has the Keating Bill 
(S-2882), the Fair Labor Standards Act of 1960, 
pending before it. This bill provides that the Secretary 
of Labor shall recommend additional duties, import 
quotas or other remedies should he find that a domestic 
industry is being injured by imports which are pro- 
duced under wages and working conditions below U. 8S. 
standards. 


National Shoe Manufacturers Association is recom- 
mending that its members write their Senators and 
Congressmen requesting hearings and support for both 
of these bills. It is expected that a strong industry 
presentment will be made. But, the shoe industry can- 
not stand alone in this battle. Every member of every 
one of the dozens of industries which are feeling such 
increasing import pressure should take an active part 
in the battle which is looming in Congress. Such a 
united front would command the immediate respect 
of Congress and would dictate the “realistic and fair” 
foreign trade policy which the American Cotton Manu- 
facturers Institute has so courageously demanded. 





A GIANT STEP 
INTO 
HIGHER PROFITS 


Crown 
FOAMcote 


FOAM-ON-FABRIC 


Crown FOAMcote lets you pay less, make 
more and maintain your usual high quality 
standards. It costs less than any material 
with comparable compression! Use it 

for sock linings, vamp lining and cushion 
insole combinations, tongue liners 

and bottom fillers. 


FOAMcote takes a real beating without 
breaking down. 


FOAMGoOte is coo! . . . it’s porous, 
it breathes. 


FOAMcote is lightweight . . . lighter 
than any other conventional 
cushioning material. 


FOAMCcote is available on any fabric, 
including your own special fabric. 


Crown 
‘ FOAMcote 


is the answer 


With FOAMcote you make a 

better product while actually cutting 
your cost and increasing your 
profit. Send your order and your 
deadline . . . Crown fills both. 


Pr 
( Foust | RUBBER COMPANY, Fremont, Ohio 


Make your choice easier 
—write today for this 
handy sample chart. 
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“As the font from which flows the 
products of American industrial gen- 
ius the Retail Merchant is a most 
essential segment of our economic 
system. His shop windows depict the 
ever-improving production and prod- 
uct of our nation. His shops made 
the wide variety of American prod- 
ucts available to all our people,” says 
LEE HOWARD. He _ continued: 
“Since our distributive system is so 
much a part of our formula of pro- 
duction and merchandising, the 
American Retail Merchant is a most 
important cog in the development 
and maintenance of our American 
standard of life and, as such, he 
deserves the appreciation of all.” 

Mr. Howard is director of MAIN 
STREET, U. S. A., the proposed 
traveling exhibition which will start 


Sham sree we), | 

















a five year tour of the United States 
within the month, under the spon- 
sorship of the Henry Ford Museum 
and Greenfield Village of Dearborn, 
Mich. During the five year period, 
the exhibit will visit approximately 
40 major areas per year and it is 
anticipated that it will be viewed 
by more than five million persons. 
In two specially designed railroad 
cars (donated to the exhibition by 
the Chesapeake and Ohio Railroad 
Company) the Henry Ford Museum 
is constructing a 19th Century Street 
of Shops, the windows of which will 
be filled with the merchandise that 
was purveyed during the 1800’s. The 
exhibition is based on what is prob- 
ably the Museum’s most popular 
feature—its famous street of Early 
American shops. The atmosphere of 
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the 19th century will be maintained 
by planked and cobblestoned streets 
and 19th century store design and 
illumination. 

Amongst these early shops will be 
the Cracker Barrel store of grand- 
father’s day with its wide variety 
of merchandise; the legendary black- 
smith’s shop; the 19th century ap- 
parel shop; the apothecary; the dry- 
goods emporium and many other 
familiar and nostalgic stores of 
America’s yesteryear. 

“We believe that MAIN STREET 
U.S.A. will do more than express ap- 
preciation to the Retail Merchants 
of the country,” says Mr. Howard. 
“We hope it will serve as a peg for 
local ‘Merchants Week’ celebrations.” 


* & & 


Shoe retailing in New York has been 
consistently effective and aggressive 
over the years. The reason is two- 
fold. Merchants realize they must 
advertise in order to sell. The sec- 
ond is—JOSEPH LISSON, adver- 
tising representative of the New 
York Post. 

New York has been Joe’s stomping 
ground for thirty years. He has 
been selling advertising space for 
the New York Post for the past 
ten years and prior to that for the 
New York Sun. He has been in al- 
most daily contact with the major 
retail outlets. Has studied their 
merchandising and advertising ap- 
proach and, in turn, has given of 
his experience and knowledge. 

He has preached a single theme: 
“Sell as an industry, rather than as 
an individual! Make the _ public 
aware of new shoes first; and sub- 
sequently, that your store can fill 
all their shoe needs.” The idea has 
proved mutually successful. For six 
consecutive years he has sold full 
advertising shoe sections to two 
Brooklyn department stores : 
MARTIN’S and ABRAHAM & 
STRAUS. 

Once a year, since 1955, generally in 
time for spring and Easter selling, 
these stores have run eight and 
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twelve page sections in the New 
York Post, putting an emphasis on 
SHOES ... nothing but SHOES; 
and highlighting the various brand 
names and lines carried with art 
work, illustrations and copy that is 
most effective. When the millions of 
this newspaper’s readers pick up 
their copies, there is no gainsaying 
the impact of this strong thump on 
shoes. They get the detailed picture 
of the latest styles, leathers, fabrics, 
colors; and they know exactly where 
to buy them. 


Before launching into his discus- 
sion of “The Revolution in Retail- 
ing, As We See It,” ARTHUR C. 
KAUFMANN of Arthur C. Kauf- 
mann and Associates, Inc., Phila- 
delphia, Pa., quoted the practical 
Scottish preacher who said: “This 
is a great difficulty. We will look it 
in the face, boldly; and pass on.” 
He then continued: 

“As we see it, that is what too 
many retailers are doing today as 
they encounter the new and _ sub- 
stantial competition that exists from 
so-called discount houses, super- 
markets, roadside stores, variety 
drug stores. They are looking it 
‘boldly in the face and passing on.’ 
Mr. and Mrs. Consumer have strong- 
ly demonstrated that they enjoy buy- 
ing all kinds of merchandise in this 
way. Hence, this type of low markup, 
minimum service business will re- 
main quite evident on the retail 
scene. Moreover, we believe they will 
develop into even stronger competi- 
tion when they have learned the les- 
sons which present experience is 
daily teaching them. 

“How to proceed .. . to win out 
in this revolution? The answer is: 
Fight the battle on your own 
grounds, in your own way. Preserve 
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your own built-in personality and 
prerogatives. 

In line with today’s expanding 
economy, many retailers are wisely 
increasing their emphasis on those 
things the consumer does like about 
their business. A time-proven way 
to bring customers back again is— 
good, service-minded treatment by 
the people who deal with them. The 
image of a store is the reflection 
of its people. 

“As we see it—smart retailers will 
step out faster with bigger and 
broader merchandise assortments, 
sold in a warm pleasant atmosphere 
of friendly service, by people who 
really care.” 


7 * 


A suggestion from a fashion-con- 
conscious customer. . . . Wouldn’t it 
be a good idea if, in some instances, 
dress manufacturers would attach 
extra fabric to their garments so 
that customers could have shoes cov- 
ered to match their outfits? 


Certain garments made of prints, 
brocades and even summer cottons 
call for matching fabric shoes. Since 
it would be impossible to stock runs 
of sizes in miscellaneous assort- 
ments of this type, why not give the 
customer the opportunity to match 
her shoes to her dress, if she so de- 
sires, with the cooperation of the 
dress manufacturer. All it would 
mean would be adding an extra 
length of material for this purpose, 
for the woman who can afford the 
luxury of a matching dress and shoe 
combination. 

As this customer concluded: “I feel 
that although it may be an added 
headache so far as the retailer is 
concerned, it would be an added gim- 
mick, an attraction, an extra ser- 
vice. It could, in many instances, be 
a sale saver.” 


* * ¥* 


“Selling is the very heart of a sales 
organization,” says J. FREDERICK 
ROSSELL, vice-president in charge 
of personnel at the Melville Shoe 
Corporation. “We have to sell our- 
selves on our job,” says he. “We 
have to sell our company and then 
we have to sell our product. To meet 
the needs of our expansion program 
and to maintain our lead over com- 
petition, we must have professional 
salesmen. Like our product, they 
must be the best in the field.” 
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Profile .... 


by ESTELLE G. ANDERSON 





JOHN I. DAVIDSON 


IRST impressions can very well be permanent and affect all future 

thinking, feeling and actions. That’s how it happened for John I. 

Davidson. From the very beginning, he was exposed to shoes that 
were the last word in fashion, quality, material and design . . . and sold 
in beautiful surroundings. His first feeling about shoes was that they 
were “crown jewels in leather,” and, through the years, he has never 
lost that impression. How to copyright an emotion? He did the next best 
thing. He nurtured the idea right up to the time, ten years ago, when 
he opened his own shop in Stamford, Connecticut. Then he incorporated 
it right into the company name: JOHN I. DAVIDSON, “Crown Jewels 
in Leather.” 

In June of 1958, he gave the idea further impetus and acknowledg- 
ment. He moved up the street from 61 to 108 Beford Street. He took a 
shell of a store, where carpeting and flooring materials had been sold 
for twenty years; and redesigned it completely. He fashioned it into a 
perfect setting for his “Crown Jewels in Leather.” Discussing this phase 
of the venture, he said: “When I designed the architecture and the 
details of this shop, I strove for an atmosphere of elegance, comfort and 
convenience, to fit in with the types of shoes that we carry and the 
facilities for good service.” 

John D.’s idea was to save the women of Stamford, and the nearby 
suburbs, the chore of a trip to town. He gave them a shop that was equal 
in appointments and decor to any in Manhattan. He filled it with quality 
shoes, brand lines in a depth of sizes and at prices comparable with 
those in town. 

Without partitions or other visible means to indicate separations, 
there are three distinct departments within the 50 x 100 ft. area. Junior 
League, featuring popular price lines such as Capezio, Valentine, Gamins, 
is the first one you enter. Then, in the center of the shop, there is an 
arcade of six floor-to-ceiling octagon mirror columns, highlighting the 
evening shoes, boudoir and at-home shoes, handbags, as well as acces- 
sories and shoe ornaments. 

The rear of the shop is where the quality shoes are sold, in a Vic- 
torian Contemporary drawing room setting, complete with fireplace, 

(CONTINUED ON PAGE 68) 
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-High-Riding Dress Slipon 


—, 


The high front and high collar lines of this smart 
looking, lightweight slipon complement the continental 
trend now popular in men’s apparel. The same topline 
also assures a close fit at the collar. The dressiness of 
the plain toe is accented by the strap. Soft glove leather 
lines this shoe which features an imported calf upper 
and a velvet finish sole. The hidden goring beneath the 
strap of this dressy slipon also helps insure a comfortable 
fit. The shoe is from the Whippet line of E. T. Wright 
& Co., Inc., makers of Arch Preserver Shoes. 
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Sales in Storm 


Is it style, is it common sense? Your hope lies in the women and girls who 
have responded to neither sales appeal. They can bring in extra pairage. 


GOOD PRODUCT, a right 

price and effective promo- 

tions—everyone knows that 
these are what make customers. In 
the new lines of 1960 storm boots, 
the products are very good and the 
prices reasonable. It just remains 
for you, the retailer, to promote 
them consistently and attractively 
12 months of the year. 

For spring and summer showers 
you have lightweight rubber, plastic 
and nylon boots. For the heavier 
rains throughout the year there are 
rubber, water-repellent fabric, plas- 
tic boots. And for heavy snows 


there are high rubber boots or 
sturdy plastics, many with insulat- 
ing linings. For bitter winter 
weather, there is a great variety of 
lined boots, many of them in fabric 
—nylon for town, corduroy for 
country or campus and velveteen for 
dress wear. Fur or simulated fur 
cuffs add warmth and style to many 
of these. 

This year more manufacturers 
have included heel heights for over- 
the-shoe boots. Special reinforce- 
ments have been added to protect 
the boot heels from the spike heels 

(CONTINUED ON PAGE 76) 








Above, left to right: Spike-proof heel, 
fitted back, Reziltuf Drizzle Boot, 
Principle Plastics; high heel plastic 
boot, Lucky Dears, Lucky Sales; 
“City Boot,” white Lacro-Lite plastic, 
La Crosse; “French Heel,” “Snoflite” 
pattern on plastic, Peek-a-Boot, Plas- 
tix Footwear. 


Below, left to right: “Squaw Valley,” 
over-the-shoe plastic boot, Insulair 
lining, U. S. Rubber; “Stormaid,” 
vinyl plastic gaiter, fleece-like lining, 
Tyron by Tyer; “Camel Pirateer,” 
pullon, adjustable cuff, % stacked 
heel, Red Ball by Ball-Band. 





Weather Kootwear? by ELEANOR M. RUTT 


Above, left to right: “Comet 
Boot,” skimmer last, nylon fleece 
lining, water-repellent fabric, Bea- 
con Falls; “Sleet ’n Sno,” nylon 
boot, Servus; “Cossack Boot,” ta- 
pered toe, water-repellent cordu- 
roy, adjustable cuff, Hood and 
B. F. Goodrich; “Intervale Side 
Lace,” fleece-lined, Converse. 


Right, left to right: “Empress,” 
black velveteen over-shoe boot, fur 
cuff, Hood and B. F. Goodrich; 
green corduroy boot, high heel, 
black fur cuff, Bristolite; “French 
Bootee,” black nylon, caracul cuff, 
Raynboot, Cambridge. 


Below, left to right: Low “Sno 
Boot,” pullon, fleece lining, Endi- 
cott Johnson; child’s “Rain Boot,” 
pure vinyl plastic, Navigators Kay- 
seas, Kaysam; “Zero Guard,” in- 
side fur cuff, Bata; new strong 
light lining, reinforced tough sole 
wrap, “Totes,” So-Lo Marx. 








Revolutionary way to make better shoes 


NEW! AQUA-CELASTIC | 


. flat counter material with water-based activator, easy to insert, conforms 


extctiy and permanently to last shape for better fit and heel-hugging top line 


UNIFORM 


Aqua-Celastic hardens uniformly 
in 2 to 4 hours, regardless of 
temperature or humidity .. . 
even when used with non-porous 
plastic or rubberized materials. 
This miracle of chemistry assures 
perfectly even activation and the 
elimination of soft spots. 


FUSION 


These revolutionary new count- 
ers bond to lining and upper, can 
never wrinkle or become de- 
formed. This fusion helps make a 
stronger counter with less thick- 
ness. No bulkiness, no lumpy 
ridges — just better-fitting, bet- 
ter-looking shoes! 


MEMORY 


Aqua-Celastic counters always 
remember the shape of the last, 
make pairs with identically snug 
top lines. Crush it, bend it, this 
counter reverts to its original 
shape, retains stiffness and 
strength. 


WRITE TO NEAREST DISTRIBUTOR FOR A DEMONSTRATION IN YOUR FACTORY 


Magestic Fasrics, INc. 
106 Beach Street 
Boston, Massachusetts 


Convy SHOE SupPPLiEs Co. 
3829 West Pine Blvd. 
St. Louis 8, Missouri 








A 


LEATHER PRODUCTS COMPANY 
1718 North First Street 
Milwaukee, Wisconsin 


CELASTIGC 





WASCO CHEMICAL COMPANY, BAY STATE ROAD, CAMBRIDGE 38, MASSACHUSETTS 
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Paris Points the Way 


Skirts continue short. Leading silhouette is 


a princess line that emphasizes hips rather 


than waists. In shoes, new toe characters 
are along, gentle point and a squared-off tip. 
Turned-up Persian is newest in the latter. 


Figure at top shows spring coat, 
new princess silhouette with cape; 
Ricci. New slouched brim hat. Middle 
figure wears collarless suit, cardigan 
jacket, fulled short skirt; Yves St. 
Laurent for Dior. Costume lower left, 
St. Laurent, illustrates emphasis on hip- 
line. Leading trend is shown in high- 
crowned hats. 

Spring shoes from Parisian bottiers 
illustrate important trends. From top: 
Roger Vivier’s Polichinelle heel pump, 
square toe and throat; walking shoe, 
Persian toe, cowboy leather heel, both 
inspired by Vivier; newest version pop- 
ular asymmetric strap, with slip-knot 
for fit; Perugia’s pump, rolled kid trim- 
ming; two Durer pumps, fine vamp de- 
tailing. 

We wish to thank the PPSSA Fashion 
Service for style notes and some of the 
shoes shown. 
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by ELEANOR M. RUTTY 
Drawings by ELLY NORDEN 
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POPULAR VOTE GETTERS, I. to r.: Monk Straps—Child Life by Herbst; Fleet Air 
by Eby. Inverted seam by Pied Piper; 5-eyelet moc. type by Edwards; high-rising 


slipon Lazybones by Juvenile. 
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HE ultimate objective 

of manufacturers and 

retailers is to get the 
young customer’s vote of ap- 
proval . . . the sweet sound 
of “Those are the shoes I 
want.” 

We asked the makers of 
children’s shoes to send us a 
sample from their fall line 
that they felt represented the 
best sales potentials in the 
coming season. Here they 
are. The selection is broad. 
The types are varied. The 
categories definitely scored. 
There are shoes for every 
platform . . . correct for 
dress; right for back-to- 
school; light but sturdy for 
casual . . . backed by the as- 
surance of the latest style 
features. 

The trend is more and 
more toward the slimmer, 
trimmer, lighter weight Good- 
year welts, Bonwelts, cement 
constructions. 

In the boys’ shoe category, 
slipons and bluchers skare 
the spotlight. Detailing is 
important. It accents the 
many new features, as well 
as some of the proved and es- 
tablished ones. There is the 
Alpine-fold lace stay, the 
heart wing, the “missile” toe, 
Guantone stitching, the monk 
strap, moccasin types, metal 
ornaments. Leathers include 
smooth, grained, sueded pig, 
with their special attributes 
of high polish, shadow an- 
tique-ing, burnish or Scotch- 
gard treatment, in black, 
brown and the autumnal com- 
plement of sage, Loden green, 


WINNING POINTS, l. to r.: 
Missile toes, heart wing, Alpine 
fold . . . Old Pals by Five 
Star; Flexies by Simplex; En- 
dicott-Johnson; Foot-Traits by 
Kreider; International’s Califor. 
nia seam, 





Fall Shoe Primaries 


Manufacturers have incorporated important style and selling features into 
the new shoes for boys and girls. The selection is broad, the types varied. 


whippet, maverick, smoky gray. 

The emphasis in girls’ shoes is on 
lightness and trimness too, in casu- 
als as well as dress shoes. There is 
a definite unanimity of opinion 
about the continued importance of 
nylon velvet in pumps, straps, sad- 
dles, bals. Nylon suede is also com- 
ing to the fore. Patch or “hobo” 
saddles are expected to be “the 
thing,’ in smooth or brushed leath- 
ers and in countless color combina- 
tions. 

To give added authority to the 
style picture, we quote a few style 
projections and predictions from 
some of the manufacturers: “We 
are working on many new patterns 
to go in our fall line, basic Goodyear 
welt types for back to school and a 
full category of brushed pigskin 
leather shoes for boys and girls, 
with a cushion.crepe sole that makes 
the shoe lightweight in construction 
and yet offers serviceability and 
style.” 

“There are going to be three very 
important items in girls’ shoes (1) 
nylon velvet oxfords (2) the patch 
saddle (3) a sleeper, the Kil- 
tie. For boys, a definite in- 
crease in the slipon types an‘ 

a trend to Scotchgard leather 
in the ruffy finish.” 

“Sport casuals in misses’ 
and children’s sizes will con- | 
tinue to show important gains 
for fall 1960. Two and three } 
eyelet ties with crepe soles | 
will be the most popular types 
in this category. For the boys, 
the tapered toe will continue / / 
as the volume last. Step-in / 
types will show increases and 4, 


Photos 
by GEORGE PELZER 


IMPORTANT ELECTIVES, 1. 
to r.: Gerberich-Payne’s Gold 
Coin, and Loden and black 
saddle; Taper toe Jack & Jill 
by Adams Bros.; High polish 
plain toe casual by Wm. Brooks 
Shoe Co.; Wine shade Play 
Poise by Virginia Shoe. 


chukka and engineer boot types will 
again be important.” 

“Fall 1960 will surely accent the 
nylon velvets and suedes; pert heels 
on children’s and misses’ pumps; 
new versions of boot types.” 

“Boys’ engineer boots are always 
popular. We have done a consistent 
good business on them.” 

“Italian front two eyelet Califor- 
nia seam oxford has excellent possi- 
bilities for sales acceptance. For the 
young miss—cement casuals with 
crepe sole, plain toe, three eyelet tie 
will be good in the volume category. 
Patent or nylon velvet dressy ce- 
ments, where the applique type is 
stitched to and becomes part of the 
shoe, are expected to get good re- 
sponse.” 

“It is generally accepted that ny- 
lon velvet is going to be good and 
far better than last year but Scotch- 
gard is just taking hold and we 
think of it as one of the main im- 
portant selling features along with 
styling, in our fall promotion.” 

“Youth’s black oxford with in- 
verted seam treatment on both vamp 
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by ESTELLE G. ANDERSON 
and quarter. . . . We feel that boys’ 
shoes of this type, that retain the 
light, tailored, dressy look, will be 
especially important.” 

The shoes illustrated on these 
pages indicate the extent to which 
manufacturers have accepted and 
adopted the various themes suggest- 
ed by the Style Committees of the 
National Shoe Institute, the Na- 
tional Shoe Retailers Association and 
the Popular Price Shoe Show. They 
reflect in the main: NSI’s “Modern 
Miracle Materials in Treasure Chest 
Colors” . . . nylon velvet and embos- 
sed nylon fabrics for girls. 
Scotchgard treated leathers for boys 

. in colors that will include the 
rich tones of greens, reds, blues and 
many tones of browns and gold. 

PPSSA’s emphasis is noted in the 
preponderance of tapered lasts, 
lighter constructions, casual light- 
weights and novelty boots. “For 
girls, the three eyelet tie is an im- 
portant pattern, followed by one or 
two eyelet. The low collar boot, 
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CONTENDERS — BALLOT OR 
CURRICULUM (Pictured at the 
left) l. to r.: Miss Sandler in 
brushed leather; Robin Hood coll- 
lar bootee; Pro-tek-tiv in brushed 
pig; side lace saddle by Altschul; 
Buster Brown’s kiltie tongue. 


SLATED FOR THE VERY 
YOUNG (at the right) l. to r.: 
Buntees moc. by Potvin; Billiken 
in nylon velvet; Chambord’s monk 
strap; Dr. Posner’s black monk 
strap; Patch saddle by Interna- 
tional, 





SADDLES — LONG TERM 
\ INCUMBENTS, ltor: 
Te ane Ay Ghillie lace Jumping Jack; 
I! quiiitt a oe iN i \\\ oe Nylon velvet Billiken; Kali- 
ait TW SRE ; Ny sten-iks in nylon velvet and 
\\ AWENS A smooth; Edwards slim and 
“i AWA i, \ ‘ SAYA =o trim.) saddle; Black patch 
mh > PAAR \. saddle by Stride-Rite; Black, 
ANY a white and patched by Five 





HATE 


\ CNN 
| 0 





PARTY OR SCHOOL TIE—OR 
STRAPS, | to r: Leather and vel- 
vet soft tie by Ed White Jr.; 
Rockingham’s Pouch pattern; Ny- 
lon velvet and smooth step-in by 
Jumping Jacks; Dr. Posner’s ny- 
lon velvet and smooth welt, fixed 
strap; International’s swivel strap. 
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YOU’LL SEE WHY 
SERVUS WATERPROOF 
FOOTWEAR WILL MAKE 


SPINKASTER 


More and more 
sportsmen are wear- 
ing insulated or non- 
insulated SpinKasters. 
A real profit builder. 


KWIK ZIP 


A dress, insulated 
zipper boot. Perfect 
for policemen, sports 
spectators. Priced for 
volume soles. 


WEATHERETTE 


Volume seller in clear 
or smoke. 5 sizes 
will fit every woman. 
Carton or poly-bag 
packed. 


Plastic Footwear by 


= za & & & & & Transparent Plastics Co. 


= 


LATIONAL 


Springfield, Mass. 


A Division of 


The Servus Rubber Co. 


NYLON SLIDE 


New popular dress 
nylon with fur trim 
cuff. Available in wo- 
men’s sizes. 


MORE PROFITS FOR YOU 
RRS cae ee ea 


4-BUCKLE 


New, full lasts for 
men and boys. Black 
with red sole and 
foxing. Fleece-lined, 
middle weight. 


3-EYELET 


Sportsmen and _ industrial 
users buy these boots. Smart 
retailers are cashing in on 
this big market with Servus 
nationally-advertised Sport- 
ing Footwear. 


J 


Steel Shank 


Felt Insulated 


SNO CHIC—IN COLORS 


New, high fashion, popular- 
priced women’s plastic boot. 
Available in flat, cuban or 
maxine heel heights. Regu- 
lar or Warmcel lined with 
fur trim available in black, 
brown, white or scarlet. 


Steel Shank 
Felt Insulated 


PLA-PET 


The finest plastic boot for 
the money. Available in 
brown, red, black and white, 
in sizes for growing girls, 
teens and tots. Pla-Pets are 
unlined, or lined with Warm- 
cel plastic lining. Also avail- 
able with fur trim. 


Rubber Footwear by 


THE Main Office and Factory 
Rock Island, Ill. 


Sowers. Branch Office and Warehouse 
330 Broadway, N. Y., N. Y. 


BBER co. 
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BOLOGNA Sets the 
. Stage for Fall... 


Important style trends included slightly wider toes 
and moderately rounded tips in both high style 
and walking types—built-in trimmings—shades 
of brown, reds and dark green leading colors— 
a new satin-y finish in calfskin. 

by LAURA C. WATERS 


Author at the Show 


MEDIEVAL setting in the city of Bologna’s 500-year-old 
Palace of the Podesta, and 200 artistically beautiful indi- 
vidual exhibits, formed the backdrop for the Italian Shoe 

industry’s 14th “Presentazione Nazionale Moda Della Calzatura”; 
their national showing of shoe styles. (Next March the Show will 
move to a marble and glass exhibition building, now under construc- 
tion near the railroad station.) For nine days more than 10,000 
shoe styles were viewed by buyers from all parts of the world. 

A new rounder toe outline—named “Paolina” for the Italian prin- 
cess married to Prince Albert of Belgium last year—was news in 
both high and medium heel shoes. Leading manufacturers are using 
it and it is expected to be a success in the United States and Britain, 

(CONTINUED ON PAGE 76) 


Above: Shoes more open 
at Bologna. Dark blue 
calf pump, white trim, 
with scooped-out throat, 
open shanks, by Clema. 


Right: Built - in trims 
dominant trend in Italy. 
Brown calf pump, 
pleated tip on_ throat 
trim. By Invitta. 


Left: Leather strips re- 
place bows at Bologna 
Show. Pump in bronze 
Glow Calf, bronze kid 
stripping. By Clema. 
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Objective: Stepped Up 


JOSEPH STERN 
NSMA President 


MERRILL WATSON 


NSMA Exec. Vice-president 


PAUL SAMSON 
President, SMA of Canada 


CHARLES FAURE 
Exec. Vice-Pres., SMA of Canada 


The Shoe Manufacturers Assn. of Canada this year swells 
the ranks of visitors and delegates, bringing the total ex- 
pected to close to five thousand. There will be nearly 200 
exhibits and 500 or more new products will be shown. 


S. F. EAGAN 


Chairman, FMC Committee 


HE 10th anniversary of the 

North American Factory 

Management Conference will 
be highlighted by an attendance 
nearly double the previous record, 
by the official inclusion of delegates 
from Canada’s shoe industry, by the 
largest number and array of ex- 
hibits ever seen at this event and 
by a program rich in provocative 
topics and management interest. 

The Conference, being held in 
Cincinnati, May 12-16, and centered 
at the Netherland Hilton Hotel, is 
reported a complete sell-out. Hotel 
rooms throughout the city are at a 
premium during the five-day Con- 
ference. An attendance of close to 
5,000 is expected. 

This year, for the first time, the 
Conference, sponsored by the Na- 
tional Shoe Manufacturers Associa- 
tion, will include co-sponsorship of 
the Shoe Manufacturers Associa- 
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tion of Canada. Several hundred 
Canadian shoe factory management 
executives will attend as official dele- 
gates. 

This year, also for the first time, 
every visitor and delegate will be 
required to register before being 
able to visit any of the exhibits. An 
identification badge will be issued 
to all registrants. There is no charge 
for registration. The technical ses- 
sions held several times daily 
throughout the Conference will be 
closed except to official delegates 
from member companies of either 
the National Shoe Manufacturers 
Association or the Shoe Manufac- 
turers Association of Canada. 

General Chairman of the 1960 
Conference is S. F. Eagan, vice pres- 
ident in charge of production at 
Florsheim Shoe Co. Men’s Panel 
Chairman is Paul Crane of Roberts- 
Hart, Inc.; Women’s Panel Chair- 
man is Gustave Frost of Andrew 
Geller, Inc.; Children’s Panel Chair- 
man is J. Z. Greeley, Jr., Herbst 
Shoe Mfg. Co. 

The Canadians will be headed by 
Paul Samson and Charles Faure, 
president and executive vice presi- 
dent, respectively, of the Shoe Manu- 


facturers Association of Canada; 
Maurice Corbell, Tetrault Shoe Co., 
Montreal; C. K. Herz, Bata Shoe Co. 
Ltd., Batawa, Ont.; and C. R. Kid- 
ner, Savage Shoes, Ltd. 

The chairmen of the men’s, wo- 
men’s and children’s panels will have 
a combined total of some 22 com- 
mittee aides serving with them. At 
least one Canadian delegate will be 
represented on each committee. 

The Conference will open on 
Thursday, May 12, with the Factory 
Management Institute presenting a 
special day-long session on modern 
plant management. The session, un- 
der the direction of Henry C. Baker, 
Director of the Executive Manage- 
ment program at the University of 
Cincinnati, will be limited to an at- 
tendance of 80 delegates. Objectives 
of program and discussions will be 
to give management executives fresh 
insights into modern techniques and 
new developments in plant manage- 
ment. The aim is to broaden the 
executive’s understanding of per- 
sonnel and behavior patterns, to 
help him communicate better, and 
to stimulate creative thinking lead- 
ing to productive results. 

Highlights of the Women’s Panel 
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Industry Progress .. . 


JAMES NOLAN 
NSMA Technical Director 


Chairman 
Sessions will be centered on Product 
Development, which will deal with 
new shoemaking methods and how 
to approach them. This meeting will 
be unfer the direction of Julian G. 
Samuels, Jr., of Samuels Shoe Co. 

Cost Control will comprise an- 
other special session, and will in- 
volve time and motion study; work 
simplification; wage and incentive 
systems; and methods of determin- 
ing true value of manufacturing 
techniques. This session will be su- 
pervised by E. J. Riley, Jr., Inter- 
national Shoe Co. 

Conveyors and Transport Systems 
will be another part of the Women’s 
Panel, this one headed by Robert 
Topaz of Sandler Shoes. Transport 
systems for shoe factories will re- 
ceive a factual appraisal plus a pro- 
jection report on their future. 

A “Gimmick Session” will again 
be an important part of the Wo- 
men’s program. It will deal with 
simple gadgets and devices used in 
factories to increase efficiency. This 
meeting will be headed by Brandon 
Edmondson, of Genesco. 

The Men’s Panel Sessions will 
also highlight a Product Develop- 
ment meeting. Headed by Dave 
Payne of Genesco, this session will 
concentrate on patterns, lasts, shoe 
processes, and materials. Another 
meeting will be based on an analysis 
of bottoming techniques. It will dis- 
cuss flat-lasted vulcanized bottom- 
ing; direct injection molding P.V.C.; 
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7 
GUSTAVE FROST 


Women’s Panel 


Vylyt Process PVC welting and sol- 
ing bonded by heat sealing; and the 
cemented sole process in men’s 
shoes. The meeting on’ bottoming 
will be under the direction of George 
Kern, Endicott Johnson Corp. 

The Men’s group will hold a spe- 
cial meeting on methods of incentive 
wage setting. This meeting, super- 
vised by Don Erion of J. F. Mc- 
Elwain and David Rubin of David 
Russell Shoe Co., will be based on an 
extensive questionnaire sent to men’s 
shoe producers. It will deal with 
setting of time standards, conditions 
affecting time standards, methods of 
work measurement, use of wage in- 
centives, etc. 

The Children’s Panels are divided 
into three separate sections, con- 
cerned with cement, welt and stitch- 
down constructions. Pattern Mak- 
ing: The Engineering of the Shoe 
Industry, will be presented by Law- 
rence J. Ewing, of Lawrence J. 
Ewing, Inc. Mr. H. W. Kingston, 
United Shoe Machinery Corp., will 
explain the methods used to estab- 
lish comparative costs on new shoe 
machinery. David M. Braswell, In- 
ternational Shoe Co., will discuss 
interviewing and testing of appli- 
cants for machine operations in the 
shoe factory. 

The Children’s Panels will also 
include the following highlights 
during the sessions: a_ technical 
committee report by Charles Slos- 
berg, Green Shoe Mfg. Co.; methods 


JAMES Z. GREELEY, JR. 
Chairman Children’s Panel 


HENRY C. BAKER 


Chairman Management Session 


GEORGE BAILEY 
Featured Speaker at Banquet 
and machinery; training of sewing 
machine operators; incentive wage 
methods; and problems in establish- 
ing a new shoe factory, 

The number of exhibits continues 
to grow, and is now approaching 
200. The exhibits include everything 
from heavy shoe machinery and 
equipment to small but essential 
items such as threads, counters, box 
toes, and other components. A 
unique aspect of the Conference is 
that it is used by many supply firms 
as a launching site for new prod- 
ucts. Many products get their first 
introduction to the industry here. 
And it is one reason why the Con- 
ference draws shoe factory manage- 
ment executives from many nations 
throughout the world. 

It is estimated that some 500 or 
more new products will be seen for 
the first time at this year’s Confer- 
ence. Many of these products will 

(CONTINUED ON PAGE 80) 
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Growing l'rends 


by BILL ROSSI 


NE of the “quiet revolutions” 

that has occurred in the shoe 

industry over the past 30 
years has been in the way shoes are 
made. Some types of shoe construc- 
tions that were popular 30, or even 
20 years ago, are non-existent today, 
And some types unknown only a 
handful of years back are now a 
growing part of the industry’s pro- 
duction. 

In 1930, some 33 per cent of all 
shoes were made by the Goodyear 
welt process, but by 1960 this con- 
struction comprised only 18 per cent 
of the output. Today the Goodyear 
welt process is used mostly in men’s 
and boys’ shoes, and in some types 
of children’s basic (the sturdier) 
shoes. Only a tiny percentage of 
women’s shoes are made by this 
process. 

Or take the McKay sewn process, 
which in 1930 represented 29 per 
cent of all our shoes but today has 
just about passed out of the shoe- 
making picture in the U. S. There 
was a gradual decline in the use of 
this process (used mostly in wo- 
men’s shoes) during the Thirties. 
But the big drop-off came in the 
Forties, and particularly after the 
war. 

The Turn (hand-turned) process 
in 1930 accounted for about 11 per 
cent of the industry’s total output, 
but today it’s about impossible to 
find a pair of these shoes in produc- 
tion. The Turn process was used 
almost wholly in women’s shoes. 

The Stitchdown shoe has shown a 
steady decline, from some 21 per 
cent of all shoes in 1930, to only 
about eight per cent today. This 
process is used largely in children’s 
shoes, and in some lower priced 
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men’s work shoes. 

Only 30 years ago some shoes 
were still being made with wood 
pegs. And some were still sole-at- 
tached with nails and tacks. The 
wood or metal fastened shoes repre- 
sented some six per cent of produc- 
tion in 1930 but are down to about 
zero today. 

Such constructions as cemented 
(Compo, slip-lasted, etc.), lockstitch, 
prewelts, and vulcanized, which are 
common today, were non-existent in 
1930 on any commercial scale. 

So, back in 1930, four shoemaking 
processes (Goodyear welt, McKay, 
Turn, and Stitchdown) comprised 
94 per cent of all our shoe produc- 
tion. Ten years later these same 
four processes represented only 69 
per cent of the total shoe output. 
By 1950, these four processes had 
declined to 43 per cent of the total; 
and today they’re down to 28 per 
cent, with the Goodyear welt ac- 
counting for two-thirds of that. Two 
of the processes (McKay and Turn) 
have about disappeared entirely. 


Today's Reigning Processes 


In 1930, the cemented process ac- 
counted for only a fraction of one 
per cent of total shoe production. 
Today, about 64 per cent of all shoes 
produced are made by the cemented 
method (there are several different 
methods of cementing the shoe bot- 
tom to the upper). 


Today, only three shoemaking 
methods comprise 90 per cent of all 
the shoes we produce: Cemented (64 
per cent); Goodyear welt (18 per 
cent) ; and Stitchdown (8 per cent). 

A fairly recent entry as a new 
commercial type of shoe construction 
is the vulcanized process, whereby a 
rubber sole is vulcanized to a leather 
or other material upper in a few 
minutes, thus resulting in a saving 
in components, time and labor re- 
quired. This process is being used 
increasingly in men’s work shoes, 
and has entered the children’s shoe 
field. It is used also on the esti- 
mated 70 million pairs of rubber- 
fabric footwear produced in the 
U. S. 

In 1960, an estimated three per 
cent (about 20 million pairs) of the 
industry’s total shoe output—exclu- 
sive of rubber-fabric footwear — 
will be made by the vulcanized proc- 
ess. The percentage of shoes made 
by this method is expected to show 
a gradual, though not a phenomenal, 
climb over the next decade. 

Another recent entry is the injec- 
tion molding process, whereby a liq- 
uid-like plastic is poured into a metal 
mold holding a lasted shoe upper, 
and in a few seconds hardens to 
permanently attach itself to the up- 
per. This process has been responsi- 
ble for the all-plastic shoe, a type of 
footwear which thus far has found 
appeal as a playshoe or beach shoe 


Shifts in Types of Basic Shoe Constructions, 1930-1960 
(showing percentage of shoe output by constructions) 
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In Shoe Constructions 


Back in 1930, four shoemaking processes accounted for 94 per cent 


of all our shoe construction. Today these four processes are down 


to only 28 per cent and one of them accounts for two-thirds of this. 


or unique type of inexpensive casual, 
etc. 

However, a new version of the in- 
jection molded process resulted in a 
fine-looking shoe with leather upper 
and plastic bottom. Some shoe man- 
ufacturers believe that this type of 
shoe represents ‘the construction of 
the future.” The injection molded 
process, as applied to regular or 
leather upper shoes, is already a 
commercial reality in Europe, and is 
expected to make its bow in the U. S. 
shortly. 

Thus, over the next decade, and 
by 1970, we may see even greater 
changes come into shoe construc- 
tions, than have occurred over the 
past 30 years. 


Reasons for Changes 


Why does the industry change its 
methods of making shoes? Why does 
it reduce or discard some processes 
and adopt new ones? What causes 
these trends? 

First, we get a better appreciation 
of how selective the shoe industry 
has been in its choice of shoemaking 
processes. A shoemaking “process” 
or “construction” is basically a 
method of attaching a sole to an 
upper. There are approximately 870 
known ways of making a shoe. The 
fact that the industry today pro- 
duces some 90 per cent of all its 
shoes with only three types of con- 
structions, indicates that these three 
constructions have well earned their 
priority rights. 

Nevertheless, no shoemaking proc- 
ess has any guarantee of perma- 
nence, as the historical record shows. 
The highly popular process of today 
may be quickly or gradually dis- 
placed by a newer or better one. 

Incidentally, a process that loses 
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favor in the field of shoemaking 
may do so not because it’s inferior 
to another, but because of circum- 
stances. For instance, the Goodyear 
welt is still regarded by many as 
the nearest to a “perfect” shoe con- 
struction. Yet it lost vast ground in 
women’s shoes because of the trend 
toward lighter shoes, to which the 
cement process was*better adapted. 
The Turn shoe was regarded by 
many as the finest in refined shoe- 
making. Yet the high costs involved 
in the process spelled its decline and 
doom. 


Important Changes 


On the other hand, some -of the 
long-established processes have un- 
dergone important changes and im- 
provements—with further improve- 
ments still in store. The Goodyear 
welt, for example, can today be made 
as a highly flexible and lightweight 
shoe without loss to its essential 
sturdiness. The Stitchdown is to- 
day available in smart, dressy ver- 
sions for children, in contrast to the 
basic rugged look often associated 
with this construction. 

A variety of influences cause the 
industry to change the constructions 
it uses in making shoes. And not 
all these influences stem from with- 
in the industry itself. 

For example, the trend toward 
lighterweight and lighter looking 
shoes for women in the early Thir- 
ties gave impetus to the cemented 
process shoe, which gradually elim- 
inated the McKay construction used 
for women’s dress and novelty shoes. 
The postwar trends toward light- 
soft-flexible shoes in all types of 
footwear have added further impetus 
to cemented process shoes. 

Style or fashion, therefore, can 


influence shoe constructions. Also, 
social trends have their influence. 
For instance, the postwar movement 
of many millions of people to subur- 
ban living brought about changes in 
apparel, with emphasis on casual 
clothing. The vast family of casual 
footwear has been an outgrowth of 
this social development. Casual foot- 
wear usually adopts the cemented 
and slip-lasted constructions, and 
will more and more adopt vulcanized 
and injection molded constructions. 
So},certain families of shoes adapt 
well to certain constructions, and 
vice versa. 


Importance of Costs 


Costs are another very important 
influence in the shift of shoe con- 
structions Everyone liked the qual- 
ity look of a Turn-process shoe, but 
the process faded because of pro- 
hibitive costs. Much of the appeal 
of the vulcanized process is based 
on the lower cost—the elimination of 
certain components, time and labor. 

The availability of skilled labor to 
produce certain types of construc- 
tions (Goodyear welt, Turn, etc.) 
can be a drain on the popularity of 
a construction. A manufacturer un- 
able to obtain and maintain a suffi- 
cient supply of skilled labor to make 
his shoes by a certain process, and 
still remain price competitive, is 
often forced to shift to another proc- 
ess requiring fewer skills. 

The influx of new materials can or 
will have a strong influence on shoe 
constructions. If desirable man-made 
upper materials, competitive in qual- 
ity with leather, come into the pic- 
ture (as is expected shortly), we 
shall see one of the big obstacles to 
automation in the shoe industry re- 

(CONTINUED ON PAGE 80) 


49 





---easily recognized 
in the Princess...a 
delightful walking shoe 
with stacked leather heel 
---one of the exciting 
flats for which she is 
justly famed! Crafted in 


butter-soft 
mans 


#1557 Briarwood... 


and in all Hubschman 


fashion colours...by 
Lucky Stride Shoes, Inc., 


Maysville, Kentucky 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. e FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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Shoe Industry Research 


Competition and the pressures of a rapidly evolving economy are 


making the shoe industry more research-minded than ever before. 


ESEARCH and new product 

development in the shoe in- 

dustry is not only accelerat- 
ing in pace but is fanning out in in- 
creasing directions. There are many 
qualified shoemen and shoe technolo- 
gists who believe that the Sixties 
will bring more important new de- 
velopments into the shoe industry 
than were introduced over the past 
half century or more. 

What and where are some of the 
activities in research and new 
product development in the shoe in- 
dustry? What are these activities 
aiming to achieve? There are five 
principal places where footwear re- 
search is taking place today: 


1) In the shoe factories—in de- 
veloping new production techniques 
to cut costs, speed output and im- 
prove quality of product. 


2) Within the allied trades—in 
developing new and improved prod- 
ucts, from insoles to bonding ce- 
ments, from counters to linings, 
from welting to sewing threads. 

3) Among the shoe machinery 
firms—in developing new machines 
and equipment and mechanical de- 
vices and apparatus designed to step 
up the quantity and quality of pro- 
duction. 

4) In certain government agen- 
cies, whether military or civilian. 

5) In miscellaneous sources, such 
as university laboratories, or medi- 
cal clinics, in relation to footwear. 

The leather industry is, for its 
size, one of the most research-active 
of all industries. The Tanners 
Council maintains its own Research 
Laboratory at the University of Cin- 
cinnati, headed by Dr. Fred O’Flah- 
erty. A similar project is main- 
tained at Lehigh University. In 
addition, there are several hundred 
leather chemists who are constantly 
conducting research activities on 
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leather development in tanning com- 
pany laboratories, as well as in the 
laboratories of supply firms (tan- 
ning materials, tanning chemicals, 
etc.). 


Several government agencies, 
such as the Department of Agricul- 
ture, and the Bureau of Standards, 
have sections devoted to leather re- 
search. The Defense Department, 
at its facilities in Natick, Mass., 
maintains a permanent research di- 
vision for leather, with emphasis on 
application to military needs. 


In the shoe manufacturing indus- 
try, “research” is less easily defined. 
Among the shoe manufacturers, per- 
haps only about a fourth of the com- 
panies have any planned “product 
improvement” program. Such pro- 
grams would involve primarily 
methods to step up efficiency of the 
production line anywhere from cut- 
ting room to packing room. They 
would involve product testing, or 
testing of new equipment, or new 
production techniques, etc. 

International Shoe Co., for in- 
stance, in 1952 established its 
Product and Process Development 
Division, under the direction of 
B. Everett Gray. Many hundreds 
of different products have been 
trial-tested in this department be- 
fore commercial adoption in the 
company’s shoes. These products 
consist of those developed by allied 
trades firms, and some by Interna- 
tional itself. 

Shoe manufacturing firms utilize 
other types of product testing. For 
example, several of the children’s 
shoe manufacturers wear-test their 
shoes with orphanages. One rubber 
footwear manufacturer employs one 
woman who does nothing but walk 
for miles over all kinds of terrain 
in testing the company’s new prod- 
ucts. 


The shoe machinery firms have 
made major contributions to shoe 
industry research. Over the past 10 
years, an estimated $30 millions 
have been spent on research by the 
shoe machinery firms alone. While 
most of this research deals directly 
with the development of new and 
improved shoe machines, an appre- 
ciable share of it embraces other 
products, such as cements with bet- 
ter bonding qualities, or improved 
shoe chemicals. 

Out of this shoe machinery re- 
search and development has come 
faster and more efficient shoemak- 
ing, and a better quality of shoe- 
making. For instance, Goodyear 
welt shoes can be made light and 
flexible; the stitchdown shoe has a 
much dressier look; the cemented 
shoe develops more versatility. 

United Shoe Machinery Corpora- 
tion alone has one of the finest re- 
search organizations in all Ameri- 
can industry. Its research activities 
embrace everything from new shoe- 
making machines to investigations 
in foot health; from tannery equip- 
ment to studies on insoles and heels. 
USMC has a balanced team of 
nearly 600 engineers, physicists, 
mathematicians, machine designers, 
pattern makers, expert shoemakers, 
chemists, and other top-level skills. 
In addition, some 200 people are 
making the instruments and tools 
for use in this highly specialized 
research. 

The allied shoe trades—those sup- 
plying the many component products 
and materials required in shoemak- 
ing—are a very important contribu- 
tor to shoe industry research. This 
group alone spends an estimated $8 
millions a year on research and new 
product development on_ insoles, 
counters, shoe upper materials, out- 


(CONTINUED ON PAGE 80) 
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research...development...refinement 
on shoe bottoms...show you the way 


to higher profits 


More than ever, O’Sullivan is America’s No. 1 
Quality Supptier to the Shoe Industry. 
In recent months, the dynamic O’Sullivan 
growth has been paced by O’Sullivan Research. 
Read the facts on the opposite page—about 
O’Sullivan’s product development, product-use 
and refinement research. 


Write, wire or phone O’Sullivan for custom 
counseling service on shoe bottoms—without 
obligation. 

NOW ... O’Sullivan gives you the benefit of 
the finest product research and development 
program in our 65 years. 


How CLillivan 


research and product development 
can help you now... 


—We can develop and refine any individual 
shoe bottom needed for your product 

—We can supply new types, new light weights 
and sparkling new colors 

—We invite consultation with your designers 
and stylists concerning anything new ‘‘from the 
ground up”’ 

— Fast, dependable service in research, develop- 
ment and refinement to your custom needs 


O’Sullivan now makes avail- 
able to you the greatest 

lines of shoe bottoms and 
the finest research and 

development service in our 
65 year history. 


9 ae Contact: 
O’Sullivan Rubber Corporation, 
Winchester, Virginia or the 
Representatives listed on 
the facing page 


AMERICA’S NO. 1 QUALITY SUPPLIER TO THE SHOE INDUSTRY ...SINCE 1896 
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There's more pride in product manufacture... more pride of 
purchase...when your shoes show that "O'Sullivan quality” 


CALIFORNIA MISSOURI OHIO TEXAS 

MACPHERSON LEATHER COM- WILLIAM WESSELING COM. ROBERT LIMING, Box 86, JAMIESON COMPANY, 

PANY, 140 South Main Street, PANY, 1221 Locust Street, Portsmouth, ELmwood 3-2322 Box 13467, Dallas, 

Los Angeles, California, Madison St. Louis, Chestnut 1-9260 LAkeside 1-4195 

6-4831 OREGON 

MACPHERSON LEATHER COM- NEW R OREGON LEATHER COMPANY, WISCONSIN 

PANY, 730 Mission Street, YORK 110 W. Second Avenue, Portiand, HAROLD VAN HORNE, Route 6, 

San Francisco, Yukon 6-6783 METRO LEATHER COMPANY, ATlantic 4105 Box 538, Oconomowoc, 
33 Spruce Street, New York City, LOgan 7-3853 

MASSACHUSETTS Barclay 7-0851 PENNSYLVANIA 

KELLEY & SWEENEY LEATHER WILLIAM RUSHWORTH, 82 St. W. A. WELLENBUSHER, 

COMPANY, 95 South Street. Paul Street, Rochester, LOcust 1 Wharton Lane, Tookany Park, 

Boston, HUbbard 2-6668 2-9422 Cheltenham, ESsex 9-0682 
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Call your nearest United office 
today for complete details. 


Greatly improved upwiping and forming is provided 
by the conforming Teflon toe band. It operates under 
air pressure in complete contact all around the toe, 
making it easier for the operator to get the upper 
down to the wood. In addition, the velvet touch of 
Teflon means that even the most delicate upper stock 
can now be safely lasted. Also, since wipers are used 
for overwiping and bedding down only, they can be 
heated for better cement adhesion — and for ironing 
and pressing shoe bottoms. 

Fatigue has been greatly reduced by eliminating 
the foot treadle. Operators can now do more and 
better work hour after hour because they stand at 
ease with weight equally balanced on both feet. 
Easy control of all lasting elements is centered in one 
convenient handle. 


Better Shoes... 


Easier and Faster 


than Ever Before 


WITH 
dinitied. POWER TOE LASTING 
MACHINE — MODEL B 


Nearly 200 installations from coast to coast 
daily demonstrate the superiority of the new 
Power Toe Lasting Machine — Model B. The 
new machine completely conforms upper to 
last in a manner never before possible, 
sharply reduces operator fatigue, and — 
when used with the new cement gun — gives 
increased toe lasting production. 


Ideal for use with either tacks or latex cement, the 
new machine produces flatter bottoms and sharper 
feather lines when used with United's new thermo- 
plastic cement gun. Optional equipment with the new 
lasting machine, the Saltes. Thermoplastic Adhesive 
Applier, uses an extremely quick-setting form of 
thermoplastic cement to ensure permanence of bond 
between upper and insole. 

All these advantages — and more —can be yours 
soon. They can even be added to Model A Power 
Toe Lasting Machines now in your factory to make 
them Model B's. 


Deliveries and conversions are being made 
as rapidly as possible. 


wWhoited. 
Is the Registered Trademark of ... 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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: PACITATE linings 


in Ee -Jay tot shoes 


mean more sales 


» for ENDICOTT- 
JOHNSON 


in children’s sizes, x ie NS Or . 
with Pacifate rn d | ] 
lining, Perma- ie om \ ea ers: 
counter heel 

yy nt 

Algonquin vamp, 

Glucher oxford, 

Nylon fitted, 

8-sole stitchdown 

construction, 

non-slip quarter 

lining, Leather 


Med yo C-Jay dealers have discovered that Pacifate linings in 


Endicott-Johnson 4 
ae Endicott, their fine E-Jay shoes for children and infants swing the 


decision to E-Jay time after time. The impressive Pacifate feature does 
the job on sight. Famous Pacific Mills, maker of Pacifate, has 

already educated millions of mothers, who know that this amazing 
germicidal process lasts for the life of the shoe, preventing 

reinfection of Athlete’s Foot from the lining. Pacifate also retards foot 
odors due to bacterial decay and perspiration, and adds value to 

shoes by preventing drying and cracking of leather. As smart mothers 
and smart manufacturers know, there is no other shoe lining like it: 
Pacifate is the only shoe lining approved by the National Foot 


Health Council. Try it—and count the extra sales! 


WAMSUTTA/PACIFIC® INDUSTRIAL FABRICS 


1430 Broadway, New York 18, N. Y. 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 28) 
remarks tartly in reviewing the 
faint - hearted efforts of the White 
House to knock off a long list of 
commercial - type activities of the 
government. 

Several years ago the White 
House spoke with courage and vigor 
of its intent to withdraw from ac- 
tivities that compete with taxpaying 
enterprise. But the many depart- 
ments and agencies of government 
concerned were reluctant to support 


—> ts NEW 


NO. 


the White House. Each agency 
wished to keep its racket going. 
And the White House was reluctant 
to knock any heads together. 

For example: 

The Army, Navy and Air Force 
resisted suggestions that they get 
out of the retail grocery business 
and the department store trade. 

The General Services Administra- 
tion bucked suggestions that it leave 
warehousing to the warehousing in- 
dustry. 

Military Air Transportation Ser- 
vice (MATS) resisted efforts to get 


—— 





FOR USE ON VULCANIZED SHOES | 
MADE ON ELECTRICALLY HEATED | 
ALUMINUM LASTS—WE'VE 
DEVELOPED THIS NEW #300 LPB. 


NUMBER 300 WITHSTANDS HEAT FROM 275° 


TO 300° AND 


IS PERFORMANCE TESTED 


WRITE OR WIRE TODAY FOR INFORMATION 
OR FOR REPRESENTATIVE TO CALL 


out of the passenger and freight 
air cargo business. 

The Post Office explained that it 
was “necessary” for it to manufac- 
ture its own mail bags, instead of 
buying them from bag factories. 

The White House is not entirely 
to blame, however, for craw-fishing 
away from the problem. Congress it- 
self is partly to blame. Many sena- 
tors and House members have acted 
to forestall the closing down of gov- 
ernment plants located in their 
home districts. 

- 

Political experts now give self- 
employed persons a 50-50 chance of 
winning tax relief to help them set 
up retirement funds. In the past, 
the proposal has been flatly opposed 
by the Treasury Department  be- 
cause of the immediate loss of reve- 
nue. But the agency now is modify- 
ing its stand, and will not oppose a 
plan which is a little weaker than 
the House-passed measure pending 
in the Senate. Pending measure 
would permit self-employed persons 
to defer paying taxes on funds put 
in accepted retirement plans (up to 
$2500 a year or $50,000 in a life- 
time) until the funds were with- 
drawn. 

e 

Clerk union leaders are telling 
Congress that a 25-cent boost in the 
federal minimum wage would have 
only slight effect upon prices. 

They urged a House labor sub- 
committee to approve a Democratic- 
sponsored bill raising the wage floor 
from $1 to $1.25 an hour and ex- 
tending coverage to 7.5 million. 

Union men estimated that the bill, 
if passed, would result in retail 
price hikes of as little as one-fifth 
of 1 per cent. Merchant association 
officials said the figure was pulled 
out of the air. 

Clerk unions replied any increase 
would be offset by the increased pur- 
chasing power placed in the hands 
of underpaid employees. Merchants 
asked: But how many employees 
would have to be laid off in order to 
meet higher wages? 

Congressmen are asking 
tions, too. Will a 25 per cent in- 
crease set off demands for a similar 
hike in all wages? Answer to all the 
questions probably will be a gradual 
increase in wage floor and slimmer 
extension of coverage, backed by 
President Eisenhower. 


ques- 
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Bata leads the Big Parade of Plastics! 


There has to be a leader in everything and when it comes to plastics—Bata gets the salute. Bata wet weather plastics 


are styled to sell, crafted to wear and priced to provide a neat profit for you. Guaranteed not to crack or peel! Pull- 
over Boot available in single or double skin and with fur 

collar in brown, black, red and white. Susan Boot in red 

and white only. Order now! 


BATA SHOE COMPANY@ BELcamp, MARYLAND 
WE MAKE BATA SHOES... PEOPLE MAKE THEM POPULAR! 
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NEW 


*Pro-tek- tiv 


FEATURE WEDGE SHOE 


Specially-designed Pro-tek-tiv 
last is skived to accommo- 
date wedge in all size ranges. 


Pro-tek-tiv wedge is built up 
on inner border, gradually 


Here’s your newest money-maker in the tapering to outer edge This 


type of wedge is used in 
babies and infant size 


expanding line of Pro-tek-tiv Feature shoes ranges upto size 8. 


Note: All sizes 84% up carry 
an outside angle-breasted 


—— : , heel. 
Pro-tek-tiv Feature Wedge shoes for boys and girls, in a complete range of vtleeads 


sizes and widths, can now be ordered from stock. Styled and priced for fast 
Spring profits, the new Feature Wedge has already proved a good seller... 
along with Pro-tek-tiv’s special Extra Support and Straight Last shoes. 


Like all Pro-tek-tiv shoes, the Feature Wedge has extra built-in features that 
appeal to the medical profession and make more sales for dealers. 


For complete information about the Feature Wedge shoe or Pro-tek-tiv’s full 
line of Spring and Summer styles, call or write today. NEMBEy 





i Wedge construction in baby 
enenet x boot. Perfect shoe balance 
is maintained with wedge 


Pro-tek-tiv’ | 


CURTIS « STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 











For NEW catalog on complete line, write: 
SEBAGO-MOC COMPANY 
Westbrook, Maine 
New York Office: 534 Marbridge Bidg. 


In Canada — Greb Shoe Co., Ltd., Kitchener, Ontario and Winnipeg, Manitoba 





Man, oh man... 
‘RIPPLE’ Soles 
spring-action 
sure MEANS 
BUSINESS ! J 


YES . . . BUSINESS grows by leaps 'n’ bounds . . . with this amazing 
spring- action sole. That's because: 


4 Satisfied customers tell and sell each other .. . and 


A whopping national ad campaign pre-sells ‘em by the million! 
Keep a jump ahead of competition! 


Put NEW RIPPLE® Sole styles in your line . . . (they're crying for MORE STYLES)! 
Put RIPPLE® Sole styles UP FRONT . ... in stores, in windows! 


You'll find that once a customer tries on a pair . . . and takes a few steps... 
you can count on profitable repeat business as long as you have styles to show! 


*TM Ripple Sole Corp. 








An 
E. E. TAYLOR 
shoe style 


Ee, 
‘meebe 


For free Sales Aids, write: 


BEEBE RUBBER COMPANY os sasnua, wn. u. 





"FIRST AIDES” wisur coon’s 


NEW IN-STOCK LINE PROFESSIONAL SHOES 
DESIGNED BY NURSES FOR NURSES 


Reported to have many outstanding features 


Based on the famous-for-fit Wilbur 
Coon outflare lasts . . . pioneer of 
all basic comfort lasts and patterns 

. the new “FIRST AIDE” line 
offers the ultimate in orthopedic fit 
and comfort features at the price of 
an ordinary duty shoe! Made to 
wholesale at $5.60 to $7.25 — low- 
est price in Wilbur Coon history — 
this is a value possible only by cut- 
ting corners, not quality! 


Luxury “extras,” found only in foot- 
wear selling for dollars more, team 
up with such wanted exclusives as 
Venti-Mesh® “air-cooling” . . . to 
establish this new line as one of the 
most noteworthy innovations in duty 


shoes today! Research among nurses 
indicates that while two out of three 
say they are willing to pay more for 
a shoe style featuring just the Venti- 
Mesh® alone, this new line offers 
four additional quality comfort fea- 
. AND .. . at the lowest 
price ever quoted on a Wilbur Coon! 


tures .. 


Compare the following extra selling 
advantages with those of any other 
duty shoe on the market, at any- 
where near the cost: Long Inside 
Counter (orthopedically designed 
for extra comfort); Venti-Mesh® 
(unique mesh insert that circulates 
air to keep feet cool, dry and pre- 
vent upper leather from cracking) ; 


Molded Leather “Cookie” and the 
“Anchor Eyelet” (extra eyelet for 
true, snug fit). 


Light foam insole and perforated 
vamp further contribute to unique 
walking ease, greater comfort — 
and greatly increased sales! Choice 
of six smart styles in soft, mellow 
leathers. White only. For further in- 
formation and/or free sales aids... 


write: 


WILBUR COON SHOES 
BATAVIA, N. Y. 

New York City Sales Office: 
929 Marbridge Bldg. 





e Dates to Remember 


MAJOR MARKETS ... 


SHOE MARKET OF AMERICA, St. 
Louis Shoe Manufacturers Assn., Ho- 
tels Sheraton-Jefferson, Park Plaza, 
Statler-Hilton and Lennox and St. 
Louis Merchandise Mart, St. Louis 
May 1-4 
POPULAR PRICE SHOE SHOW of 
America, New England Shoe and 
Leather Assn. and National Assn. 
of Shoe Chain Stores, New Yorker 
and Sheraton-Atlantic Hotels and 
New York Trade Show Building, New 
York May 1-5 
ALLIED SHOE PRODUCTS SHOW, 
Spring-Summer 1961, Sheraton-Atlan- 
tic Hotel, New York June 20-23 
LEATHER SHOW, Spring-Summer 1961, 
Tanners’ Council of America, Statler- 
Hilton Hotel, New York June 23-24 


... AND KEEP IN MIND 


Northwest Shoe Travelers, Inc., Fall 
Shoe Fair, St. Paul Hotel, St. Paul, 
Minn. May 1-4 

Tanners’ Council of America, Spring 
Meeting, Broadmoor Hotel, Colorado 
MINE, ADONIS eg 6.8 p00 535 2 vere oi May 2-4 

lowa Shoe Travelers’ Assn., Inc., Fall 
Shoe Show, Fort Des Moines Hotel, 

Des Moines, lowa May 7-9 

Pacific Northwest Shoe Travelers, Fall 
Shoe Show, New Washington and 
Stewart Hotels, Seattle, Wash. May 8-10 

Ohio Shoe Travelers Club, Fall Shoe 
Fair, Deshler-Hilton Hotel, Columbus, 
Ohio 

Southwestern Shoe Travelers Assn., Inc., 

Fall Shoe Fair, Adolphus, Baker, 
Southland and Statler-Hilton Hotels, 
Dallas . 

Indiana Shoe Travelers’ Assn., 

Indiana Fall Shoe Fair, Claypool 
Hotel, Indianapolis, Ind. ......May 8-11 

Factory Management Institute, Na- 
tional Shoe Manufacturers Assn., 
Netherland-Hilton Hotel, Cincinnati, 
Ohio May 12 

North American Factory Management 
Conference and Shoe Machinery 
Show, National Shoe Manufacturers 
Assn. and Shoe Manufacturers Assn. 
of Canada, Netherland-Hilton Hotel, 
Cincinnati, Ohio May 13-16 

Mid-Continent Shoe Travelers Assn., 

Fall Shoe Show, Biltmore Hotel, Okla- 
homa Citys Ollas. 25.5 6scos a0 May 15-16 

Pennsylvania Shoe Travelers Assn., Inc., 

Fall Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 
May 15-18 

Boston Shoe Travelers’ Assn., Fall Shoe 
Show, Parker House, Boston....May 15-18 

West Coast Shoe Travelers’ Associates, 

Fall Market Week, Alexandria, Bilt- 
more and Sheraton West Hotels, Los 
Angeles 15-18 

Midwest Shoe Travelers’ Assn., Fall Shoe 
Show, Palmer House, Chicago..May 15-18 

Michigan Shoe Travelers Club, Fall 
Shoe Fair, Hotels Statler-Hilton and 
Detroit Leland, Detroit 

Central States Shoe Travelers, Heart of 
America Shoe Fair, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 

May 22-24 

Merchandising Clinic, National Shoe 
Manufacturers Assn., Statler-Hilton 
Hotel, New York June 21-22 
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STYLE 1719 
Black 


Flexible 
lightweight 
construction 


stim 


DESIGN FOR SELLING 


What’s new with Yorktown? Plenty! This dependable in. 
stock line offers complete coverage of the styles, types, 
patterns in top demand. Expect to find a wide variety of the 
new slim, sleek, highly flexible, lightweight styles you'll 
need for Fall-Winter selling . . . all made with Yorktown’s 
three-generation shoemaking skills. 140 men’s styles 
($10.95-$15.95 retail) and 28 boys’ styles ($8.95-$9.95 retail). 


Nationally Advertised in 


LIFE and ESQUIRE 


FOR MEN AND BOYS 





THREE GENERATIONS OF FINE SHOEMAKING 


Write for Catalog 
GARDINER SHOE CO., INC., GARDINER, MAINE 
New York Office: Marbridge Bidg., 47 W. 34th St. 
Far Western Distributors: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 





SUMMER SALES GO BREEZING ALONG 
@. WITH THE 


#1412 — BLACK CALFSKIN 


#1413— BROWN CALFSKIN 


>) 
oo me 


SKS ast 


The Breeze is IN-STOCK for at-once sizing. 
Send your initial order in now—you'll want to 
repeat—and start in on a long summer of extra 
pair selling! 


it will profit you to stock 
this classic perforated Stetson! 


This shoe strikes the men... and they are many... who 
like the idea of a ventilated style but prefer something neat, 
sleek, uncluttered . . . modern, in a word. The perforating is 
a new, up-to-date design on a classic Stetson blucher, noted 
for its comfort. Lightweight, unlined forepart, soft supple 
uppers and specially treated soles for extra flexibility. This 
is one of Stetson’s growing SKYMASTER group — a “weigh 
less” line that’s right in tune with the trend. 


THERE’S MORE TO 
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STYLE RELATED 


For EXTRA PAIR 
Sa/es Appeal! 


This slip-on achieves high style 
distinction with a natty innovation—a 
notched throat that repeats the notch 
in a man’s lapels. The result is a dressy, 
continental look that makes this shoe 
most suitable for smart wear almost 
anytime, anywhere. 


Imaginative designing such as this puts 
that extra sell into Stetsons .. . 
spices Stetson’s traditional fine quality 
with solid style ideas that you can use 
to sell more shoes. It’s IN-STOCK— 
order style Number 1878 black— 

or 1879 tan calf. 


THE STETSON SHOE Company, INC. Pag 
South Weymouth 90, Mass. —~ ; 
(Ges VORST ae) 
SY gece < nt ? Fo a ae ec 4 


DEPT. S 


Ready supply of wanted shoes. 


Stetson goes to unusual lengths to see that this department 
is always in supply—a service feature that puts extra “sell” 
in Stetson shoes. You can order out of this stock at any 


time, at your convenience. 


SELL IN STETSONS 
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Here’s How 
to get YOUR share of 


FATHER’S DAY Sales 
tie in witha 


Fs fo catch her eye 
GIFT CERTIFICATES to det him buy 
the Gift he really wants 
For Men Who Lead | . 
A Charmed Life _ a 
saat of HOLIDAY and ES 
ar - teoRTS iUstaaD and June 4 NEW YORKER 


Mg 





OUTDOOR FOOTWEAR 


From casual, leisure-loving moccasin slip-ons to 
trimly-tailored oxford ties . . . from tireless golf shoes 
to happy hunting boots, BASS offers your customers 
incomparable comfort, styling, construction and 
traditionally fine taste. 


er, 








G.H. BASS & CO., Dept. BS-5, Wilton, Maine © 614 Marbridge Bidg., N. Y. ¢. Cet. 
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High-end Cancellation Store 


CAN a cancellation shoe store successfully invade 
the “carriage trade” market? 

Emphatically yes! That’s the answer of Rex Terrell, 
manager of a cancellation store that did it. 

Mr. Terrell, who runs the new Town & Country 
branch of Kiamy’s in Phoenix, Ariz., said, “The same 
merchandising methods which make the cancellation 
store a success in lower price brackets will work with 
top-quality shoes and prestige surroundings, providing 
the store is properly designed, located in a smart sub- 
urban shopping center and given the benefit of typical 
high-end promotional programs.” 


A “Hole in the Wall” 

The parent store of this salon started as a “hole in 
the wall’ a decade ago in downtown Phoenix. By 
carrying one of the largest shoe stocks in the South- 
west and by using colorful, exciting and attention- 
arresting promotions, the small store grew. It is now 
the largest cancellation shoe store between St. Louis 
and the West Coast. And two years ago the first branch 
store was opened. 

The store operates on a “can-do” policy. This has 
meant carrying a stock at least five times as large as 
the average shoe store of a similar size to insure that 
“nobody goes away disappointed.” In addition the 
store features precise fitting by a sales staff made up 
entirely of former shoe store owners and managers. 

Inasmuch as sprawling Phoenix has spawned more 
than 30 shopping centers in the last five years, it was 
only natural that Joffre Kiamy began thinking of a 
shopping center location. He was particularly inter- 
ested in the huge Town & Country Shopping Center, 
near Phoenix’s plush Paradise Valley, which was made 
up almost entirely of high-end prestige shops. 


High End Switch 

When a drug store relocated, Kiamy’s moved into 
4,000 square feet of space left available in the Town 
& Country Shopping Center. Mr. Kiamy called in Rex 
Terrell, a veteran shoe store manager from Chicago 
and Muncie, Ind., and a Kiamy employee for more than 
nine years, and proposed the unprecedented move—a 
switch from low-end to high-end shoe merchandising. 

It was decided to combine a swanky shoe salon with 
stockroom capacity adequate to insure the same “can- 
do” policy maintained in the downtown store. As a 
result, the sales area accounts for only 900 square feet. 
The other 3,100 square feet are devoted almost entirely 
to a six-aisle stockroom which is large enough to main- 
tain an inventory of 11,000 pairs of shoes. 


Rustic Atmosphere 
Kiamy’s shoe salon is in the center of the Town & 
Country Shopping Center where a “rustic atmosphere” 
is enhanced by heavy bridge pilings which represent 
hand-hewn logs and by a sun-baked tile roof over 400 
feet long. The doors at either end of the salon open 
onto an all-carpeted sales area. The decor is chaste. 
The wall-to-wall carpeting is gold, the 30 seats are 
upholstered in gray, and the polished hardwood wood- 
(CONTINUED ON PAGE 77) 
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Money saved here adds up... 





real savings when you package 
ce With CARRY: PACK” handles! 


. it's easy to operate The results are so beautiful... 


and doesn't cost you a no one will ever guess you save money with CarrysPack Handles. 
cent! We lend it to you 


free of charge. e CarrysPack gives your shoe packages a custom look and actually 
WY shaves your wrapping costs to as little as /4¢ per package! 

e Your shoe packages will have a new, smart look, plus a new customer 
convenience. CarrysPack can be beautifully custom imprinted to match 
any design pattern or trade mark! 
e Once you try it you'll quickly see how Carry-Pack handles put more 
profit in every package whether you box, bag or wrap! Don't put it off 
... do it today! 
e Mail this coupon for further information . . . or a free trial. 


CARRY-PACK COMPANY, LTD. 

Schiller Park, llinois 

Canadian Licensee: Top Paper Products, Guelph, Ont. 

Gentlemen: 

0 Send free, 10 day trial in _ESEESSSSSsdolor. ° 

0 Send literature and samples. No obligation, of course. ° 
COMPANY LTD. i i 





Company. 


Address. 





SCHILLER PARK, ILLINOIS 





State. 





. 
COTS ETESESHEEHEEHEHEHSHHEHEHE EHH EH EEE 
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Profile: John I. Davidson 


(CONTINUED FROM PAGE 34) 
mirror, lamps, brocade-covered love 
seats. The one modern note... a 
Hi-Fi that plays ‘“‘mood music” and 
the masters. 

Carpeting, upholstery and wall col- 
ors are soft and muted, with an 
emphasis on pale yellow, grays, 
pink, white. Lamps are white, im- 
ported and very attractive. Fixtures 
and displays are functional and ef- 
fective. 

John D. is responsible for all... 
architecture, decor, interior displays 
and window trims. As a color accent, 
flanges of satin draped 
across the top of the two store front 
well as the large 
double-entrance doors. 


he uses 


windows, as 


to the factory particularly equipped 
to make that type of shoe.” 

At 108 Beford Street, there is a 
stock room that easily accommodates 
25,000 pairs of shoes. There is also 
a basement that runs the entire 
length of the store. 


The office, per se, is the only place 
where space is skimpy. But it is ad- 
equate. Speaking of the office, one 
entire wall is covered with portraits, 
photos and plaques that, in them- 
selves, relate John I. Davidson’s ca- 
reer in shoes, from the time he 
started with I. Miller & Sons on 
46th Street and Fifth Avenue, to 
the present. Represented are many 
of the oustanding personalities in 
the theatre, the movies and indus- 
try, as well as royalty . . . who have 


Looking toward the Victorian drawing room area of the Davidson shoe salon. 


That will give you an idea of the 
physical appurtenances. As to the 
brand lines that are carried, the 
“Crown Jewels in Leather” include 
Delman, Andrew Geller, John Jerro, 
Fox, Customeraft and Jack Rogers 
of Miami. Handbags to coordinate 
with some of these shoes are an im- 
portant feature. 

It’s been quite a few years since 
John D. made a trip abroad. He used 
to go over frequently. However, that 
does not prevent him from carrying 
imported shoes. He works very 
closely with representatives of Con- 
tinental firms when they are over 
here and, as he says: “I pick out 
various styles. Work out specific 
detailing and then have them re- 
produced for us, exclusively ... so 
that we have a certain selection of 
imports under the name of Crown 
Jewels in Leather. For instance, if 
it is a tailored shoe, I turn it over 
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been customers of his over the 
years. His has been a very exciting 
and stimulating shoe life. 

John Davidson was born in Lon- 
don and came to the United States 
when he was still in his teens. He 
went to work for I. Miller & Sons. 
After a few years, he joined the 
Delman organization. ‘“Their’s 
wasn’t a shoe store,’’ he says. 
“Rather, it was an elegant shop that 
served very fine footwear and had 
an outstanding clientele. One of my 
most exciting experiences happened 
at the very beginning of my associa- 
tion with Delman’s. One Saturday 
afternoon, two elderly ladies came 
into the shop. They were the least 
likely looking candidates for a two- 
pair, $1,000. sale; but that is ex- 
actly what happened. Mr. Delman 
had brought back two pairs of beau- 
tiful shoes, encrusted with topaz 
and semi-precious stones and exqui- 


sitely fashioned. He bought them in 
Europe and intended them for ex- 
citing window dressing. As a whim, 
he showed them to me in the pres- 
ence of these two ladies. They were 
enchanted with them. What’s more, 
like Cinderella, they fitted, too. I 
was practically floored when they 
decided to buy them... at $500. a 
pair.” 

At Delman’s, John D. divided his 
time between the factory, serving 
the wholesale customers, and head- 
ing up the retail operation. In 1937, 
he went over to London specifically 
to open Delman House on Bond 
Street. It is still there. Incidentally, 
H. M. Rayne Ltd., bottier to the 
Queen, affiliated themselves with 
Delman and eventually bought the 
rights to retail their shoes under 
the Delman name. Today, Delman 
is part of the Genesco operation. 

Back in this country, John D. 
used to tour the United States (of- 
ten with Herman Delman) putting 
on “trunk showings” of Delman 
shoes at many of the outstanding 
stores across the country. 
Stores like The Fashion in Hous- 
ton, Neiman-Marcus in Dallas, 
Meier-Frank in Portland, Neustet- 
ter’s in Denver, Ransohoff’s in 
San Francisco, Frederick & Nelson 
in Seattle. Invitations would be 
mailed to customers and advertising 
would put the emphasis on “shoes 
of prophetic styling and high fash- 
ion prestige.” Stop-overs were gen- 
erally two or three days’ duration 
and the results most gratifying. 
Sales would easily reach $15,000 for 
a two day period. 

If time and space had allowed, 
John D. would have reminisced 
about his experiences indefinitely. 
He used to contact the studios in 
Hollywood and had many anecdotes 
about the stars ... Mary Pickford, 
Joan and Constance Bennett, 
Carole Lombard, Joan Crawford 
and many others ... to whom he 
would sell Delman shoes, often as 
many as thirty-five pairs at one sit- 
ting. He was reminded of the time 
he sold Marlene Dietrich fourteen 
pairs of shoes in the Delman shop 
in London. Before she could pick 
them up, war had broken out and 
Marlene had returned to the 
United States. As a result, John D. 
traveled clear back to Los Angeles 
to deliver the shoes to her. 
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Top seller for Teensville, U.S.A.! 


“PF” CORDUROY CASUALS 


By BFG and HOOD! They call them ‘“swingin’!’ You'll call them a sales smash! They’re 
the new Corduroy ‘‘P-F’”’ Casuals by BFG and Hood footwear. The styling is right—a classic 
circular vamp oxford. And the uppers are high-quality, fine-wale corduroy in colors that rate 
Most Wanted in the prep-set. 

And of course, these shoes have “‘P-F’’— Posture Foundation with the rigid wedge — now being 
promoted nationally on the teensters’ favorite coast-to-coast TV show, Dick Clark’s American 
Bandstand. Stock new Corduroy “P-F’’ Casuals. The rush is on! Get in touch with your BFG 





or Hood salesman now! 

BFG Corduroy Bayshore. Hood Corduroy Lakeshore. Women’s 
sizes: 314-11. Colors: black, charcoal, Loden green, gold. Posture 
Foundation, Hygeen cushion insole. Crepe design outsole. B.EGoodrich 


‘“‘P-F’’ means Posture Foundation 
1. The important “P-F” rigid Shoes that feel as good as they look 
wedge helps keep body weight on 
the outside of the normal foot, 

decreasing foot and leg muscle OOP 
strain. 

2. Sponge rubber cushion. 
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THIS MACHINE WILL BE ON 
DISPLAY AND DEMONSTRATED 
AT THE NO. AMERICAN FACTORY 
MANAGEMENT CONFERENCE IN 
CINCINNATI. MAY 13-16 


Compo Servo Toe-Laster, Model “‘B”’ 


High production, exceptionally high 
quality toe lasting with minimum of skill 
and effort from experienced or 
inexperienced operators. Servo powered 
Toe Band, Overwipe, Upwipe and 


Bedding with controlled heat Wipers. 


For tack, latex, cement or hot melt flat 
toe-lasting on men’s, women’s or 


children’s shoes. 


COMPO SHOE MACHINERY CORPORATION, WALTHAM, MASSACHUSETTS 





Om p() toes the 


fine lines of fashion 


This is the “Time of the Toe” . .. most important single 
factor in current shoe fashion. Today’s finest lines are made on Compo’s 


Toe-Laster because it most faithfully follows the shape of the last. . . 


needle, slim, squared, oval or round, precisely and permanently 


defined. No doubt about it, the toe shape sells the shoe 


. and-Compo shapes the toes that stay sold. 





PATCH UP 


ESCORT 


TE OE ON OR OEM 


Ri ii 8 fi i a a 
Little 


FIT FOR THE “CHILD YOU LOVE 





cannes 


hooky when 
- Shoemakers unveil | 


e 


e May! St. Louis 
fee =May! New York 
8 | | . y May1 St. Paul 
Gee =May8 Dallas 
ch | | d ren S shoes t me May8 Seattle 
fe, May 15 Boston 
; May 15 Los Angeles 
S May 15 Pittsburgh 


VELVET PATCH UP — . 
_Red-Black+Grey 


YANKEE SHOEMAKERS 
a division of The Sam Smith Shoe Corp., Newmarket, N. H. 


See us at your 


new fall money- |p sei 


Statler-Hilton 
Marbridge Bldg. 
St. Paul 
Adolphus 

New Washington 
Parker House 
Alexandria 

Penn Sheraton 





4 


Famous Falcon and 


now Pe, with | 


*T. M. Ro-Search, Inc. 


**T. M. Dow Corning Corp. 


Fa 
A NEW PAIR OF FAMOUS FALCONS 


OR AQUADUCKS FREE 


IF MANUFACTURING DEFECTS DEVELOP 
q OR THE SOLES WEAR OUT 
WITHIN SIX MONTHS 


FAMOUS FALCONS ARE PRICED FOR EASY 
SELLING. -YOUR CUSTOMERS SAVE SUBSTAN- 
TIALLY ON EACH PAIR, YET YOU GET A VERY 
LONG MARK-UP. 


Guarantee 


AQUADUCKS ARE 
ABSOLUTELY WATERPROOF 


Only Aquaducks are absolutely watertight be- 
cause they’re finished with Aquaduck Leather 
Treatment and Syl-Mer**, the wonderful silicone 
protection that keeps water out yet lets leather 
breathe. And Aquaducks are fully lined with 
the finest soft leathers. 


MADE TO RETAIL FOR $19.95 


WITH AN EXTRA-LONG MARK UP 
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Aquaduck Footwear 





Famous Faleon and Aquaduck boots 
and shoes are so much better than ever, 
we dare to make this unconditional 
guarantee: If any manufacturing defects 
develop or the soles wear out within six 
months, you get a new pair free! 





Famous Faleons and Aquaducks are 
stronger than ever, yet more flexible and 


lighter than any other hunting boots BE SURE TO SEE 
because they’re made in the new FAMOUS FALCONS 


PROCESS 82*. Only superstrong Dacron 


thread is used for all stitching. And AND AQUADUCKS 
they’re available in wedge sole or sole AT THE SHOWS 


and heel combination. 


Famous Falcons and Aquaducks offer IN NEW YORK 


the utmost in cushioned comfort. Only 
the finest leather is used. A steel shank Rooms 335-338 
gives above-average support. Light- Trade Show Building 
weight Neoprene soles and welts assure May 1-5 

pure walking pleasure as well as longer 


= IN ST. LOUIS 


Doesn’t it make sense to have these Rooms 508-510 


advantages working for you in your Hotel Statler-Hilton 
operation? May 1-4 


NATIONALLY ADVERTISED IN 
LEADING SPORTS PUBLICATIONS. 











For further information, write to 


G E O R G A A SHOE MANUFACTURING COMPANY 


World’s largest manufacturer of men’s and boys’ boots. 
FLOWERY BRANCH, GEORGIA 
Home of AQUADUCK, FAMOUS FALCON, PAIR-A-TROOPER and GEORGIA BULLDOG Brands. 
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Stormy Weather Footwear 
(CONTINUED FROM PAGE 37) 
of so many style shoes. 

With all these attractive selling 
features you should have a banner 
year in your boot department. And 
just remember that many showers 
come up unexpectedly during the 
day. Here is your chance to rush an 
effective display stand into your win- 
dow and near your main entrance. 
You may be surprised at the num- 
ber of women who will jump at the 
chance to buy a pair of boots as pro- 
tection against the rain that has 
caught them by surprise. 


Children’s Choice in 
Fall Shoe Primaries 
(CONTINUED FROM PAGE 41) 

which is actually a collar oxford, is 
expected to continue strong. In this 
category, the black lace bootee is ex- 
pected to move into the children’s 
market strongly next fall. In boys’ 
shoes: Slipons are gaining ground 
and are expected to see substantial 
increases next season. Close edge 


crepe sole casuals are becoming 


more important. Boots, too, are ex- 
pected to grow in volume strength 
. one and two strap and buckle 
types in the unlined dress boots and 
Alpine in the heavier type.” 


Bologna Sets the 
Stage for Fall 


(CONTINUED FROM PAGE 45) 

as well as Italy. “Sprint’”—so-called 
in honor of the Olympic Games to be 
held in Rome next summer—a new 
soft, lightweight sports casual, also 
has a slightly rounded, medium 
length toe or a slightly squared tip. 
It has a medium stacked heel and 
calf upper in distinctive fall colors— 
antique brown or verdigris green. 

Best selling fall colors are browns 
—dark, antiqued and rich red tone— 
strawberry and ruby reds and dark 
green. Ruby red has even been in- 
troduced as a plug in a man’s black 
shoe, to be worn with ruby red 
socks. The new satin sheen Raso 
Calf was sampled well in anthracite, 
ruby and bronze. Glow Calf has sold 
well in the top brackets in winter 
bronze, blue-toned grays and black 
orchid. 


roe 


Emphasis is being placed on little 
sculpture heels with more curves 
than height. These wasp-waisted 
heels have launched long low-line 
shoes with dramatic success. Many 
of them have quarters dipping al- 
mosts to the sole. Other little nov- 
elty heels include a 10/8 three-tier 
triangle and an 8/8 single piece heel 
carved to show five sides at the back. 
“Putting spring into a woman’s 
step” is an even more original heel 
with a spring compression coil that 
acts as a cushion in the center of a 
skeleton steel heel. 

Treatments are predominantly 
built-in motifs, pleatings and ruch- 
ings and cut-out panels. Bows are 
out. They have been replaced with 
the texture appeal of sunken strip- 
pings, neat folds, tiny leather ro- 
settes over contrasting panels, or by 
bold piping. Exotic treatments were 
used, too—mink to trim a collar on 
a bronze Glow Calf shoe and a 
pointed toe shoe in purple and black 
with padded apron and layers of 
ruffled kid from toe to throat. 

Best selling styles with American 
buyers included black interlaced 

(CONTINUED ON PAGE 80) 


PROGRESSIVE LEADERSHIP 


...ITN BASIC: FOOTWEAR 


Roto-Lok disc 


inserted in bot- 
a tom of shoe... 
lj allows more 
accurate set- 


ting, is located 
in proper spot, 
reduces over- 
all cost of shoe 
and brace. In- 
terchangeable 
with Fillauver 
Night Split. 


Wide 000 to 4 
Narrow 0000 to 4 


SURGICAL 


Meets the need of a 
matching shoe where 
only one foot requires 
the Equino-Varus shoe. 
Made on straight last. 


Medium 000 to 4 


The foot is enveloped in a smooth seam- 
less upper. The shoe keeps the foot in the 
exact position the physician has obtained. 
Open toe permits free circulation. Steel 
plate between inner and outersole per- 
mits application of corrective force at 
point desired. 


EQUINO-VARUS 


TRADE MARK 





by R. J. Potvin Shoe Co., Brockton, Mass. 
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High-end Cancellation Store 

(CONTINUED FROM PAGE 66) 
work on the inner wall is also gray. Three impressive 
murals decorate one wall and only four sections of 
shelving are available between the murals. These 
shelves are used only for fast-moving forward stock 
during scheduled sales or specials. 

The stock space is 35 feet deep by almost 50 feet 
wide and combines 12 extended bin fixtures of pine 
wood. Mr. Terrell said the carpenters had directions 
“to build the stockroom with aisles wide enough to 
allow a salesman to locate any shoe within 30 seconds.” 
He added, “While our merchandising plans call for 
carrying high-end, better-priced shoes, we have put 
every emphasis on fast service and precision fitting, 
just as in the downtown store. We have found that 
this means as much to our better-income customers 
as to economy-minded customers.” 


Four Foot Aisles 


The aisles between stock bins are just under four 
feet wide. They provide space for two salesmen to 
pass each other in the stockroom without crowding. 
Also, the overhead fluorescent lighting fixtures used 
in the drug store were retained. It is never necessary 
to strike a match or use a flashlight to find a specific 
shoe box. 

Another unusual feature of the store is the shoulder 
level 30-foot display window in each outside wall of 
the stockroom. Swinging pegboard doors allow easy 
window trimming. As a result, window displays can be 
changed often in the new store with a minimum of 
effort. 

Because the salon has a salesman with more than 16 
years of professional window display experience who 
develops individualized displays built around the in- 
trinsic appeal of the shoe, the Kiamy windows fit 
ideally into the “prestige picture.” The displays are 
changed at least twice a week. 


Speedy Service 

When he opened, manager Terrell used “wide space” 
advertising built around top lines of shoes to attract 
customers. He has seen volume grow to approximately 
15 per cent greater than he originally anticipated in 
just a few months time. With the large inventory of 
men’s, women’s and children’s shoes neatly classified 
into sections by size, color and heel height, the speed 
with which customers have been served has proven 
the single most effective traffic-builder. 

It has been obvious that many customers were shop- 
ping in a cancellation store for the first time. They 
had no idea of the meaning of the term or the reason 
for the tremendous variety of brands which are car- 
ried in stock. This has proven no deterrent whatever 
to the store. 

Shortly after the Kiamy store opened, manager Ter- 
rell was literally swamped with manufacturers seeking 
representation in the store. A few, of course, upon 
finding that the new high-end store was a branch of 
the downtown cancellation store, gave up. Others, 
however, insisted on adding their lines to the Kiamy 
inventory. Mr. Terrell considers it “quite a compli- 
ment.” 
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NEW ..and these are just a few 


SGp Mosler. 


SHOES FOR SUB-TEENS 


2830—Smooth black, 


2523—Black Nylon leather soles 


velvet, patent over- 
lay, pearl ornaments 


4830—Brown, same ? 
B, C, D-8%-12, A 
12%-4 


2556—Black patent, large 
Faille bow, pearl trim. 

B, C, D- 8%-12: 

A,B, C- 124-4 


2534—Black patent, 
plastic bow, pearl 
ornament 

B, C, D- 8%-12; 

A, B, C- 


12%'-4 


2545—Black patent, 
plastic om. silvered trim. 
B,C, D- 84-12 

A, B, C- 124. 4" 





a dry oe pyemenen. 
8; C, D- 4-8; 


5, rs ye ‘BY- 12, 1244- 4 
8547—Red, same fi 
as (2547 


2632—Black, Bonwelt Neolite 
soles. B, C, D- 8%-12; 
C-12%-4 

4632—Brown, same 

as #2632 

8632—Red, same 
as #2632 


7692—Dark grey Nylon suede, 
Bonwelt black crepe soles 
and midsoles, 
B,C, D-8%-4 
8692—Red same , 
as #7692 
2666—Black & white, 
Bonwelt, 12-iron Avon 
embossed soles, 
B,C, D-8%-12; 
A, B,C, D-12%-4 


1667—All black, Bonwelt 
12-iron Avon bn embossed 





ee MASTER SHOES INC., GREENUP, ILL. 
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for THONG & CALIFORNIA type shoes from 


yor TEXTILEATHER 


Tolex Jamal is the perfect insole wrapper for Thong and 
California type shoes. It wraps down nicely and conforms 
easily making it quick and easy to work with. . . its rich 
appearance and soft hand adds that extra sell! 


i= 


THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION - 


Represented by: 


*Seamon Steen Company * Liebman & Cumming 
96.100 South Street 1329 Sunset Bivd 
Boston 11, Massachusetts Los Angeles, California 


Melvin E. Weil * Moore & Giles 
180 North Wacker Drive P.O. Box 56 
Chicago 6. Illinors Lynchburg, Virginia 


K. O. Schneider & Son 
1225 North Water Street 
Milwaukee, Wisconsin 


John E. Shevenell 
21 Spruce Street 
New York 38, New York 


Liebman & Cumming 
718 Mission St., Rm. 422 
San Francisco, California 


C.N 
370 West Broad Street 
Columbus 22, Ohio 
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**a_G. Mooney, Ltd. 
20 Bates Road 
Montreal 8, Canada 


Riesenberger & Son “Barnard Shoe Industry Supply Corp. 
10380 Page industrial Bivd. 
St. Louis 


Write today for free samples... see for yourself the 
advantages and beauty of luxurious Tolex Jamal. 


RESPROID 1000® BRONCO ® TOLEX JAMAL ® 


NYGEN® RESPROID® Zéideg/ RAYETTE® 
MUSTANG ® TOLEX® DURAKALF ® 


QUALITY 
VINYL 
LININGS 


REINFORCING 
AND 
PLUMPERS 


UPPERS 


TUFSTA® = TUFSTA-DOUBLER® 


PATENEL TOLEX © 


SSSeeeeeeseseesseeseeeseseeeees 


607 MADISON AVE. 
TOLEDO 3, OHIO 


Also distributed by 

Universal Coated Fabrics Co., Inc. 
643 Broadway, New York 12, N. Y. 
“Stocks are warehoused for your convenience at the 
regional sales offices indicated by an asterisk. 


tRepresenting The General Tire Chemical Co. a subsidiary 
2, Missouri of G. 7. & R. Co. 
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IMPORT AND EXPORT AGENCY 


74, 22 Lipca Street P.O.B. 133 
Lodz, Poland Cable: Skorimpex—Lodz 


OFFERING 
HIGHEST QUALITY: 
ALL-RUBBER FOOTWEAR 


© Wellingtons ® Halfboots ® Rubber work-boots 
© Galoshes (for women and children) 
© Snowboots (for women and children) 


TEXTILE-RUBBER FOOTWEAR 


® Tennis shoes ® Basketball shoes ® Volleyball shoes 
@ Ballerina sandals for women and children 


Write for Full Information and Samples 


Plan to visit 29th Poznan International Fair June 12-26, 1960 
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Bologna Sets the 
Stage for Fall 


(CONTINUED FROM PAGE 76) 
flats with gold filigree motifs on 
white panels and soft flexible men’s 
casuals with jagged strips of deco- 
rative stitching. Good demand for 
low-cut buckle casuals was reported. 
Much greater interest in dressier 
shoes for men is predicted for the 
next two years. Men’s shoes are ex- 
pected to come out into the ‘style 
sunshine” with loads of smart treat- 
ments like brass “portholes,” tex- 
ture contrasts and square heels. 


Objective: Stepped Up 
Industry Progress 


(CONTINUED FROM PAGE 47) 
have major influence on the cuaal- 
ity, performance, fit and over-all 
value of the shoes in the immediate 
future. 

The 1960 Conference has come a 
long way from its first event of a 
decade ago. At the first Conference 
there were only 200 factory dele- 
gates and no exhibits. At the 1960 
event there will be almost 5,000 fac- 
tory management visitors and nearly 
200 exhibits. It is obviously with 
good reason that the Conference is 
often cited as “the fastest growing 
show in the industry.” 


Growing Trends in 


Shoe Constructions 
(CONTINUED FROM PAGE 49) 


moved. And this could lead to new 
methods of shoe construction via 
new machines. 

Often it may seem that techno- 
logical change comes slowly in the 
shoe manufacturing industry. But 
the changes have been more rapid in 
the past one or two decades than in 
previous century. Consider this. 
From the Civil War to 1930, prac- 
tically no major new shoemaking 
process was adopted by the industry. 
In 1930, the Goodyear welt, the 
Stitchdown, the Turn, and the Mc- 
Kay shoemaking processes were all 
about the same age—around 70 
years. And these were the four proc- 
esses which ruled the world of shoe- 
making in 1930 as they had done 
pretty much over the previous half 
century. The cemented shoe, intro- 
duced in 1929 on a commercial basis, 
was the first full-fledged new entry. 
It has since assumed a dominating 
role. 
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But over the past decade we’ve 
seen the entry of the Lockstitch, the 
Pre-welt, the Vulcanized, and the 
Injection Molded processes. And the 
next ten years may see an unprece- 
dented acceleration of the newer 
types of constructions, while at least 
a couple of the older or established 
processes continue to play a leading 
role. 

The shoe industry today is far 
more receptive to change; more im- 
portantly, it is more alert to the 
need for change in a shoe world of 
intensifying competition and tech- 
nological progress. These changes 
in constructions are extremely sig- 
nificant for the retailer, for they 
will bring about new features in 
the look, fit, feel, wear and per- 
formance of shoes. 


Shoe Industry Research 
(CONTINUED FROM PAGE 51) 
soles, linings, welting, threads, 
chemicals, heels, etc. The develop- 
ment of new and improved products 
is the very lifeblood of the allied 

shoe trades. 

The U. S. Quartermaster Research 
and Development Division at Na- 
tick, Mass., conducts a variety of 
interesting research and testing 
projects on footwear and shoe ma- 
terials. Military footwear undergoes 
extraordinary wear conditions, and 
hence the specifications of every- 
thing going into these shoes are 
extremely rigid. Military shoes are 
tested in temperatures ranging 
from 60 degrees below zero to 150 
degrees above zero. They’re tested 
on every conceivable type of terrain, 
in different climates, and exposed to 
all the elements. While military 
shoes must fulfill the most severe 
wear tests, they must at the same 
time provide maximum comfort and 
foot protection. 

At Natick, in the footwear divi- 
sion, is a staff of experienced shoe 
technicians, plus extensive facilities 
for all forms of testing. 

For the past 30 years the Univer- 
sity of Rochester has been conduct- 
ing a remarkable research project 
on human gait and its relation to 
feet, lasts and shoes. Out of this 
outstanding work, supervised by Dr. 
R. Plato Schwartz and Arthur 
Heath, has come a new concept of 
last design known as Functional 
Footwear. Already adopted by two 
of the nation’s largest shoe produc- 


ers, Functional Footwear is pioneer- 
ing a new era in lasts and shoes. 

Though the so-called “push but- 
ton” shoe factory is still long dis- 
tant from reality, more and more 
practical shoemen believe that a rea- 
sonable degree of automation is now 
possible for the shoe industry. There 
is already a movement toward cer- 
tain kinds of standardization in 
procedures of shoemaking. The geo- 
metric last, developed years ago by 
United Shoe Machinery Corporation 
as the first practical break-through 
toward automation, is today receiv- 
ing serious consideration by the 
shoe manufacturing industry. With 
this last it is possible for shoes to 
be conveyed through a number of 
different machine operations with- 
out manual handling. It is believed 
that the first commercial adoption of 
the geometric last and its accom- 
panying machinery will occur some- 
time in the Sixties. This will spell 
a new era in  shoemaking, the 
threshold of genuine automation. 

How does the U. S. shoe industry 
shape up in its research activities 
with the shoe industries of foreign 
countries? Unfortunately, it’s not a 
complimentary picture. For exam- 
ple, the British shoe industry has 
for years sponsored a highly suc- 
cessful and productive research or- 
ganization known as Satra. This 
organization has its own buildings, 
facilities, staff and ample funds for 
research activities. The U. S. shoe 
industry has no comparable organi- 
zation or facilities—though the in- 
dustry is four times the size of 
Britain’s. 

Shoe and leather research is being 
conducted on a large scale in Russia, 
with a centralized program and fa- 
cilities. The same applies to the shoe 
industries of South Africa, Western 
Germany, New Zealand and Bel- 
gium, to name a few. These perma- 
nent shoe industry research pro- 
grams are either government-spon- 
sored or sponsored by the country’s 
shoe industry on a cooperative basis. 

The U. S. shoe industry is now 
giving serious consideration to es- 
tablishing a kind of product-testing 
organization or program on an in- 
dustry-sponsored plan. If this por- 
tion of the plan works out well, it 
may lead to a broadening of the 
program to become a full-fledged 
industry-sponsored research pro- 
gram, with permanent staff, facili- 
ties and ample funds. 
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Because they follow the curve of the instep. Result: better 
fitting, more stylish boots! 

Product research and development by Scovill have helped 

manufacturers of vinyl footwear reach a long-sought goal. 

Now, for the first time, it is possible to make vinyl stormwear 

that hugs the instep and ankle, satisfies the needs of the con- 

sumer for stormwear that is neater . . . far more attractive. 


tat PL 


Resin permeates 
open-mesh tape to 
create a permanent 


nd. 
Heat-sealing method is fast; economical, too. | And the zipper 
stays put for the lifetime of the footwear! 





GRIPPER ZIPPERS have a new open-mesh tape and a special 
plasticized vinyl resin. The resin permeates the tape, creating 
a lasting bond during the heat-sealing operation. For a better 
application . . . for a better fit . . . get complete information 
on heat-sealed GRIPPER ZIPPERS for vinyl footwear. 


GRIPPER ZIPPERS area product of SCOVILL, Waterbury, Conn. Also makers of GRIPPER Snap Fasteners. 
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When you stock and SELL drizzle hes. 


REZILTUF 


made of wonderful 


THE BOOT BUSINESS HAS GONE TO HEEL! 
The hardened heel in this boot was proven to 
be spike-proof last winter by actual 

consumer usage throughout the country. 

No other boot can make this claim! 


#305 
HIGH SPIKE 
Puncture-Proof 


PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA 


IN NEW YORK: 5701 Park Avenue 
West New York, New Jersey 


IN CHICAGO: Airo Supply Co., 2732 North Ashland 
OR CALL YOUR NEAREST WAREHOUSE OR JOBBER 


#201* 
Skimmer Flat 
Faille Pattern—Side Fasten- 

ing. Size 5-10. 





Slim toe skimmer flats and low heels 4/8-12/8 heel height. Fits 
low-low heels better than any other boot. Great for slim boot- 
type shoes. (NOT guaranteed for spike heels.) 





#301 
Low Heel 
Faille Pattern. Frog Front 
Fastening. Size 5-10. 


Made to wear with walking shoes, nurses’ oxfords, conventional 
low heels. 6/8-12/8. Also fits new boot-type shoes. (NOT 
guaranteed for spike heels.) 





#302* 
Cuban 
Faille Pattern with Cordé 
trimas illustrated. Size 5-10. 


This very versatile shaped-toe Cuban will fit a wide variety of 
cuban and spool type heels, 12/8-16/8. If accounts must limit 
stock to 3 styles, this boot can be used for mid-spike heels. It 
WILL NOT fit high spike heels. 





#304 
Mid-High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-10 


At last, a real high fashion, beautiful boot for the very popular, 
not-so-high heel. Designed to fit pointed toe, slim mid-high spike 
heel. 14/8-19/8 





SEE US IN NEW 
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#305* 

High Spike 
Faille Pattern with Cordé 
trim as iliustrated. Size 5-9. 





An elegant foot-covering made specifically to fit the new pointed 
toe, high spike shoes. 21/8-25/8. This boot CANNOT BE WORN 
ON MID-HIGH HEELS. 


% Best combination to fit most shoe styles—with minimum stock. 


YORK—PPSSA—May 1-5—HOTEL NEW YORKER Rooms 1473-1474 LYONS & CO. 
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St. Louis Stores See 
Record Traffic Volume 


ST. LOUIS—April came through 
with flying colors for St. Louis shoe 
retailers. Traffic in every store set 
new records. 

Dealer totals for the month are 
expected to show the best April in 
store histories. Increases ran 
much as 35 per cent for some outlets 
as compared to April of last year. 
The size of this figure must be 
tempered with the fact that April 
this year was Easter month as 
against March in 1959. Also, bad 
weather had deferred buying in all 
categories, built it up and spilled it 
all in April. 


as 


Forecast Gains — Downhearted 
retailers, so glum two months ago, 
have changed their tunes. They are 
once again forecasting sizzling ’60 
gains. 

In women’s dressy footwear, black 
patent leather pumps are walking 
off dealers’ shelves. All types of 
patterns are selling, from conserva- 
tive untrimmed mid-heel pairs to the 
froufrou-bowed stiletto-heeled pat- 
terns. Open-toe-and-heel patents are 
often requested. 


Bone Will Continue—Bone dress- 
maker pumps are running slightly 
behind patent, but showing good 
strength. It is expected that bone 
sales will continue through the sum- 
mer months. Patent will taper off. 
Lustre calf in its many colors ap- 
pears to be a comer. Pumps of this 
new-looking leather are mentioned 
frequently as gaining ground. Port- 
hole-punched lustre calf pumps are 
selling well in popular priced lines. 

Some women’s whites are moving, 
but the peak of volume is still ahead. 
White spectators in combination 
with black patent, navy or brown 
calf are moving well on both covered 
and stacked leather heels. 


Wedding Trade—Dyeable suedes, 
satins and hammered silks are 
meaning extra pair sales for store 
departments catering to the June 
wedding trade. Some lustre calf 
pumps in dressy versions are being 
bought for bridesmaids. Bride’s 
mothers are favoring femininely 
decorated black nylon mesh. 
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Bone Leads April Sales in Houston 


By BARBARA W. LEVY 


HOUSTON — After a rare ga- 
loshes and snowboots March, which 
had retailers shaking their heads 
and wishing they could forget the 
whole thing, mid-April found fit- 
ting stools filled and business mov- 
ing along at a rapid pace. In fact, 
most of the merchants, both down- 
town and suburban, reported busi- 
ness ahead for the month with an 
optimistic outlook for the year. 

Bone is still the big color. Many 
stores wish they had more. Black 
patent is running a close second 
and in only one high-fashion store 
is it nosing out bone for first place. 
White is third in color sales. Navy 
and shades of blue are getting some 
action. 


Shoes and Bags—Silk prints of 
all kinds have been especially good 
in the high-fashion departments and 
have accounted for increased sales 
in matching handbags. 

The “different” looking spectator 
has been important. However, spec- 
tators in general have been a dis- 
appointment. This, notes one buyer, 
is probably due to the increased 
sales of bone and bone with stacked 
heel. 

In the “something unusual” de- 
partment, The Smart Shop reports 
an all-over vinyl pump as being 
terrific. Also in this store, they re- 
port, wedges, which haven’t been 
too big for the past three or four 
years, again tremendous due to the 
new disappearing heel. This shoe 
and a similar one, with a wood and 
metal heel have put the open back- 
less shoe back in the high-fashion 
category. 


Send Brochure—Following up a 
full color shoe promotion in Vogue, 
April 1, Battelstein’s sent their 
charge customers a like brochure. 
They also blasted with a big Sunday 
ad and carried through with an un- 
usual mobile display of the shoes 
at the entrance of their downtown 
shoe salon. The shoes in this pro- 
motion, an open-toed soft leather 
on stacked heel, a hi-heel leather 
thong, pumps in gumball colors and 
others in this series, have and still 


are causing much attention and ac- 

counting for increased sales. 
“What’s afoot for ’60” has been 

the theme of Sakowitz advertising. 


Silks Being Accepted — Fabric 
shoes of all kinds and silk shoes 
in particular are receiving increas- 
ingly large acceptance, possibly at 
the expense of dark suedes for later 
selling. 

Although open shoes, slings and 
spring-o-lators, are on the shelves 
and selling, pointed-toe pumps still 
hold the spotlight with an even 
more pointed-toe last plainly on the 
horizon. 

In the children’s shoe category, 
white has been the biggest color 
with more demand for simpler, less 
gaudy shoes. Pearlized shoes have 
been especially good for both teens 
and the younger miss. And bone, 
which figures so strongly in the 
women’s color picture, has ac- 
counted for extra pairs in teen 
sales. 


Los An geles Retailers 
See Bone Sales Grow 


LOS ANGELES — Bone, black 
patent and white dominate the color 
scene in Southern California. 

Bone is especially strong and has 
been thoroughout the young season. 
White is showing strength earlier 
than usual. 

Thong sandals, wedges in straw 
and canvas are moving right along 
as the summer beach season starts, 
according to some retailers close to 
the Pacific Coast shoreline. They 
feel their business is in for a good 
run throughout the summer. 

Dress shoes in pumps, sling pumps 
and_ spring-o-lators dominate the 
sales. Closed pumps with trims are 
doing well. One retailer reports 
punched leather to have taken a 
spurt ahead and selling better than 
it ever has before. 

Flatties in bone, patent and white 
follow the trend of dress shoes. 
These are selling very well. 

Vinyls have dropped almost out of 
sight, report some retailers. 
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Sales Increase at Boston Shops 


By OWEN THOMAS 


BOSTON — Preliminary reports 
from Boston’s shoe stores strongly 
indicate that March decreases have 
been offset in large measure by 
April gains. 

Retailers say that whereas March 
figures were off badly, some as 
much as 30 per cent, combined 
March-April figures are now be- 
lieved to have been not more than 
eight or nine per cent below those 
of 1959. A few retailers, after a 
hasty glance at sales figures, said 
they had broken even. 


Anticipate Gains—Some depart- 
ment stores and women’s specialty 
shops reported during the latter 
part of April that they anticipated 
slight gains for the two-month pe- 
riod because of their success with 
widely advertised special promo- 
tions. They based this estimate on 
the continuance of good weather. 


Reds Are Weak—The R. H. Stearns 
Company store, Tremont St., re- 
ported black patent in first posi- 
tion. Blue calf was second. Bone 
was third. Reds were weak. 

Another downtown store, that of 
E. W. Burt & Company, found bone 
far in the lead in wedgies, flats and 


other casual types. In dress shoes, 
blue was at the top of the list. Bone 
and black patent followed. This 
store swung into its white season 
during the last week in April. 


Stepped-Up Silk Demand—In the 
Back Bay shopping section, the Bon- 
wit Teller women’s apparel shop 
mentioned a stepped-up demand for 
silk shoes for wear at afternoon 
social events. In street types, 
closed-toe pumps were the best 
sellers. The beiges and black patent 
were said to be running about even 
in the color race. Blue was third. 


Both closed-toe pumps, these 
carrying ornamentation other than 
bows, and opened-up types, such as 
slingbacks, sold well during April 
at Kennedy’s Clothing Store. 


Bone Was Best—At Kennedy’s, 
bone was the best color. Black 
patent and blue followed. This store 
also detected a decrease in the call 
for red. Pre-Easter figures were 20 
per cent ahead of those during the 
1959 pre-Easter season. Account- 
ing for this, of course, was the 
late date on which Easter fell this 
year and the appearance of several 
warm days immediately preceding 
Good Friday. 





ITALIAN 


HOES IN THE GRAND MANNER 22.95 


A background of Italian grapes sets the mood for these imported styles which 
feature ultra-soft, light construction. Neiman-Marcus, Dallas. (8 col.) 
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Bone Sets Selling Pace 


In Southeastern States 


ATLANTA—It appears bone will 
go down to the finish line into sum- 
mer as the big item in the South- 
eastern states. There was a feeling 
this color would ease up a bit, but as 
spring buying begins to taper off 
and women begin thinking about 
flats, sandals and wedges, bone is 
still the big item in dress lines, 
especially pumps. 

Whites have come up somewhat 
and patents are third in most stores. 


Stores Are Swamped—Good wea- 
ther hit suddenly and stores were 
swamped. One large department 
store was on edge for fear that re- 
placement stocks would not arrive 
for opening of business on one Mon- 
day morning. The store was so short 
of many sizes they feared they 
would have to turn customers away. 


Browns Begin To Move — Some 
browns are beginning to move. They 
are up one day and down the next. 
Blues, as a general rule, have been 
disappointing again this year. Buy- 
ing has been generally pumps and 
some bows along with them are 
clinching sales. 

Bows are doing well with the 
girls. Black patents are best for this 
trade in strap items. A few bones 
are moving but, as a whole, it is 
black and white patents. 


Philadelphia Women Buy 


Black Patent, Bone Shoes 


PHILADELPHIA—A slow March 
was followed by a booming April 
which pulled pre-Easter sales up to 
and over last year’s. pre-Master 
figures. 

Women bought bone and black 
patent leather pumps. The patent 
pumps were favored with trim on 
the 18/8 and 23/8 heels. 

White ran third but was picking 
up as Easter arrived. Pastels were 
featured with matching handbags 
in many shops. 

Slings were increasing as were 
summer flats and wedges. Tan and 
driftwood tan looked strong in the 
casual lines. 

Two high quality men’s shops said 
Easter meant little or nothing. One 
said March, slow in the women’s 
shops, was his best month this year. 
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Detroit Stores Record’ 
Sales Gain Over 1959 


DETROIT — Retail shoe dealers 
experienced the best pre- Easter 
trade since 1957. There was an esti- 
mated 10 per cent increase over the 
same period last year. Tabulation of 
the final sales totals for the month 
of April will show substantial gain 
over 1959, according to Federal Re- 
serve System reports. 

Downtown Detroit merchants 
were swamped with record crowds 
of shoppers on Saturday and Mon- 
day night store hours in the three 
weeks preceding Easter. 


Sell Black and Bone — Women 
customers bought closed tapered 
pumps in either black or bone calf- 
skin. The choice of heel height was 
almost equally divided between the 
18/8 and the 23/8 heel. A number 
of retailers reported considerable 
activity in early sales of summer 
whites and mesh patterns, especially 
in the hard-to-fit shoes. 

Black patent and bone calf were 
also the favorites in little girls’ and 
growing girls’ size ranges. Bowed 
pumps in flattie styles or on Queen 
Ann heels were the best selling 
patterns. 


Prefer Swirl Pattern—Brown and 
black oxfords in either smooth or 
grained leathers were the volume 
sellers in the boys’ shoe depart- 
ments. The swirl-toe pattern was 
very popular with grade-school age 
youngsters. 

Slipon styles for all categories of 
wear were showing strong. sales 
gains in the men’s shoe depart- 
ments. One leading Detroit depart- 
ment store ran a half-page newspa- 
per ad featuring slipon styles for 
dress and casual wear. The empha- 
sis was on the comfort and fashion 
features of this type shoe. 


Famous Brands Shoes, which op- 
erates a trio of stores in the down- 
town Detroit area, is moving into 
Pontiac, Mich., 25 miles to the 
north, with a downtown unit. Mor- 
ton C. Robins, the founder, is pres- 
ident and general manager of the 
entire operation, and Leonard Gal- 
per is manager of the new store. A 
separate company is being formed 
for the Pontiac operation, with Mr. 
Galper as a principal owner. 
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New York Stores Note Sales Gains 


NEW YORK—Shoe retailing be- 
gan to show encouraging signs of 
real pick-up the week before Easter. 
Most of the merchants had been 
complaining that business was far 
from expectations. It was “spotty.” 
It was “poor.” 

Before Easter, the picture 
changed. The weather was fair and 
more seasonable. Traffic in the 
stores improved considerably. Re- 
tailers began to feel a bit more op- 
timistic because they were recoup- 
ing some of their “lost weekends.” 


Popular Prices—Generally, activ- 
ity in the women’s shoe category 
was concentrated in the popular 
price brackets. Most of the interest 
was directed at black patent leather, 
smooth leathers, some lustres, tex- 
tured and brushed leathers in cas- 
uals and flats. The color interest 
was in paled beiges, navy, black and 





Pastel Coordinates Sell 


In Miami Shoe Salons 

MIAMI—“This is a mixed up sea- 
son,” says one of the buyers from 
a downtown Flagler St. store. It 
may account for the trend in shoes. 
3one was good in December when 
black patents were supposed to be 
selling and patents are now selling 
when you’d expect a light, light 
trend. 

Pastels are being squeezed out 
by the same retailer. Pink leads but 
orange sells well too. Bay leaf green 
is doing well and the whole bone 
family is good in lustres and 
leathers. Of course, the Easter 
leaders were white leather and 
lustres. His hottest item was a hand- 
laced shoe in white with multi- 
colored laces. 

A downtown department store 
said beige and white leathers, both 
crushed and plain, led the lustres. 
The plain opera pump led the parade 
in style. 

White opened up strong in another 
store where the high heels led the 
French heels. High-heeled lustres 
with matching bags in pink and pale 
blue lustres were better than leath- 
ers, probably because of the match- 
ing bags. Women also wanted black 
patents and beiges here. 


gray. There was also interest in 
dyeable fabric shoes. 

Pumps were the number one pat- 
tern. Many of them had the opened- 
up look. Bare sandals, made of a 
few strategic straps; tailored walk- 
ing shoes in unlined leathers with 
stacked heels, flats and casuals 
were popular patterns. 


Brisk Business Causes 
Optimism in Baltimore 


BALTIMORE—Brisk Easter trade 
blew Baltimore retail shoe sales out 
of their March doldrums. It revived 
merchants’ hopes that the turnover 
for 1960’s first six months would 
more than match last year’s. 

A shipyard strike held down sales 
in some neighborhoods, but down- 
town stores were rushed in the two 
weeks before the holiday. Down- 
town sales totals ranged from “bet- 
ter than last year’s” to “very satis- 
fying.” 


Just Fair—A store in a factory 
suburb reported that their chil- 
dren’s shoes were selling “just fair” 
and overall figures were “somewhat 
behind” the best of recent years. 
This store’s best was in 1958. 

One of the better center city 
stores reported April sales were 10 
per cent above those in 1959. The 
store recorded a 19 per cent in- 
crease in sales for this year over 
last in January and February. 
While March sales were down by 
the same figure, it was hoped that 
April would even the loss out. 


Boys Want Bucks — This store 
noted a continuing demand for 
dirty bucks for boys. It came as a 
surprise. They had let their stock 
of bucks run down because they 
thought the style was fading. Now 
demand runs from the teenage to 
the small children’s sizes. 

Baltimore girls liked Italian 
loafers this April. They also liked 
Cuban heels. Bone was the most 
popular color and white shoes sold 
better than usual because Easter 
was late. Patent leather was in sec- 
ond place after bone. Reds and 
blues trailed behind. 
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Fogas Succeeds Shea in Melville Post 


ROY S. FOGAS 

NEW YORK—Roy S. Fogas has 
been elected a vice-president of Mel- 
ville Shoe Corporation, succeeding 
Leonard A. Shea, who has retired. 
Mr. Fogas continues as a vice-presi- 
dent and director of the company’s 
Thom McAn division, and he will be 
general manager of that chain’s 
family shoe stores. 

Mr. Fogas has served as director 
of operations of the family shoe 
stores since 1947. He joined Melville 
in 1927 as a salesman. 

Mr. Shea also joined the company 
in 1927, serving as a buyer of wo- 
men’s shoes when the first Thom 
McAn family units selling women’s 


LEONARD A. SHEA 


footwear were opened. He became 
general manager of that division in 
1945 and served through the 1950s 
while the Thom McAn family units 
multiplied from about 80 to 350. 


Barber Shop in New Unit 


PORTLAND, ORE.—Armishaw’s, 
a long-established Portland shoe re- 
tail firm, will feature a barber shop 
for children under 14, in a branch 
store to be opened this summer at 
the newly completed Lloyd Shopping 
Center. Kerry Kolin, regional man- 
ager, said the company hasn’t de- 
cided whether to lease the barber 
shop or operate it itself. 





Record Traffic Expected at Boston Show May 15 to 18 


BOSTON—A record retailer at- 
tendance is expected at the Fall 
Shoe Show to be held at the Parker 
House here, May 15-18 under the 
sponsorship of the Boston Shoe 
Travelers’ Association. 

While fall styles will hold the 
center of the stage there will also 
undoubtedly be some last minute 
fill-in buying of summer shoes. Man- 
ufacturers with in-stock depart- 
ments, many of them at least, will 
show both in their sample rooms. 

More than 150 branded lines will 
be exhibited on seven floors of the 
hotel. In addition each exhibitor 
will show a few of his expected best 
selling numbers in the Boston Room, 
where registration headquarters will 
be set up. 
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The association’s directors have 
decided to follow last year’s pro- 
gram and stage the annual dinner 
for retailers and salesmen in the 
hotel’s Roof Ballroom on the eve- 
ning of Tuesday, May 17. This will 
be preceded by a cocktail hour and 
followed by entertainment and danc- 
ing. 

Music for dancing will be fur- 
nished by Ruby Newman’s orchestra. 

BSTA officers are Howard Harri- 
son, president; Sydney L. Curry, as- 
sistant to the president; Sidney 
Sandler, vice-president, and A. P. 
Richards, secretary-treasurer. Di- 
rectors in addition to the officers are 
Al Prudhomme, Chris S. Anderson, 
Irwin E. Finke, Edwin Groipen, Ted 
Feret and Malcolm McCollom. 


Melville Chains to Add 
75 New Units in 1960 


NEW YORK—Melville Shoe Cor- 
poration will open about 50 new 
Thom McAn stores and 25 Miles 
stores in 1960, the company’s stock- 
holders were told at their annual 
meeting. President Robert C. Erb 
said Melville will close about 15 
downtown stores in smaller commu- 
nities during the year, and move an 
additional 15 units from downtown 
sites to shopping centers. 

The corporation’s long-term ex- 
pansion program calls for opening 
some 50 stores per year, Mr. Erb 
added. 

At the mid-April meeting, Board 
Chairman Ward Melville pointed out 
that the company had already open- 
ed five Miles units since January 1 
—three in shopping centers, two at 
“highway drive-in” locations. An- 
other Miles unit was to open at 
month’s end. 

In addition, Mr. Melville revealed, 
the Thom McAn chain had opened 
15 stores between January 1 and the 
time of the meeting, with four more 
then slated for late-April openings. 

Turning to the sales picture, Mr. 
Melville reported a 15 per cent in- 
crease for the first two months of 
this year. He said March sales were 
down as a result of stormy weather 
and the fact that Easter came later 
this year. But Mr. Melville express- 
ed confidence in a “healthy gain” for 
April. 


NAM Aide to Speak During 


May 8-10 Seattle Showing 


SEATTLE — The Pacific North- 
west Shoe Travelers’ Fall Shoe Fair 
in this city will feature over 175 
exhibitors, the organization says. 
The show is set for May 8-10 at 
Hotels New Washington, Olympic 
and Stewart. 

At a Monday breakfast in the 
New Washington’s Windsor Ball- 
room, the speaker wili be Dr. Orlo 
M. Brees, public relations repre- 
sentative of the National Associa- 
tion of Manufacturers. His topic: 
“Citizenship and Taxes.” Tuesday 
evening there will be dinner and 
dancing in the Olympic. 
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Independent's Best Tool 
Is Service, I.S. Says 


SPECIAL services to customers, 
which most big chains and shoe de- 
partments can’t afford to duplicate, 
have become the independent shoe 
retailer’s most powerful selling 
tool. So says the Independent 
Shoemen organization. 

The association told its members 
that too many small businessmen 
struggling for survival under “mod- 
ern mass market pressures” have 
tended to forget that service is 
their best reason for remaining in 
business. 

The organization’s advice was 
contained in the latest issue of 
“Operational Know-How,” an edu- 
cational series prepared by I.S. Re- 
gardless of how the mass market is 
exploited by big business in coming 
years, the booklet said, there will 
always be many customers who pre- 
fer service to “more flashy ap- 
peals.” 


More Than Fitting—“But service 
today is much more than the simple 
act of fitting the customer to a pair 
of shoes,” said Frank T. Underhill, 
executive director of I.S. “It is es- 
sentially a program of ‘little things’ 
which are too expensive in mass 
market selling but which make all 
the difference between profit and 
loss to the specialist independent.” 

Effective service must start out- 
side the store, Mr. Underhill said, 
with advertising and promotion 
which helps the customer in plan- 
ning shoe purchases. Also impor- 
tant are accessible parking, con- 
venient store hours and attractive 
window displays. 


Comfort Counts—Inside the store, 
I.S. said, the independent must pro- 
vide the shopper with comfort and 
convenience in an attractive lay- 
out, regardless of size. Well car- 
peted floors, plenty of fitting chairs, 
and in-store displays to encourage 
browsing are “musts.” Other ser- 
vices mentioned were extra fitting 
care, adequate sizing, a good 
variety of seasonal styles, fashion 
information and quick, courteous 
handling of exchanges and returns. 

In a companion booklet for the 
shoe traveler, Independent Shoe- 
men urged the traveling man to 
make sure his customers use ser- 
vice effectively. 
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Midwest Travelers Await 


Their Biggest Show Ever 


CHICAGO — The Midwest Shoe 
Travelers’ Association’s Fall Shoe 
Show is expected to be the largest 
show in the organization’s history. 
It will be held May 15-18 at the 
Palmer House, Chicago. 

Fall lines will be grouped on one 
floor of the hotel. Among the ex- 
hibitors will be several shoe com- 
panies which have never before 
taken part in a Midwest Travelers’ 
showing, and also a few handbag 
manufacturers. Prior to the show, 
a directory will be mailed to retail- 


ers listing the lines to be displayed 
as well as the names and addresses 
of companies and sales representa- 
tives in the association. 

A Sunday brunch will be a fea- 
ture of the show. 

Retailers and manufacturers will 
have a chance to purchase tickets 
for the annual golf outing and din- 
ner dance of shoemen, at the Itasca 
Country Club, Itasca, IIl., July 19. 


Dillard’s, a Texarkana, Ark., de- 
partment store, recently added a 
children’s shoe department with 
more than 2000 pairs in stock. 
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quality is sur- 
passed by none! 


Style 0350 


Sole—Spring Heel. Childs 
Misses Sizes. 
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WINE—English Calf Quarter 
Lining—Cushion Crepe Rib 


ADAMS: 


EIR 58th YEAR... 


“JACK and JILL” Shoes by Adams Brothers 
combine finest leathers with painstaking New 
England craftsmanship for extra wear, 
better fit, superior styling 

and moderate prices. = 

“JACK and JILL” 


‘i Style 5668 
WHITE Elk Vamp 

& Quarter — BLUE 

j Saddle, Tongue & 
/ Backstay — White Sueded 
Sole — Spring Heel. 
Childs & Misses Sizes. 
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‘JACK and JILL” —the First Name in Children’s Shoes! 


ADAMS BROTHERS, INC. 

PITTSFIELD, 

SEE THE COMPLETE LINE - BOSTON FALL SHOW 
ROOMS 205-207 - PARKER HOUSE - MAY 15-16 


NEW HAMPSHIRE 
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NSFA Tells How to Dye 


White Fabric Footwear 

AFTER lengthy research into the 
problem of color evenness in the dye- 
ing of fabric shoes, the National 
Shoe Fabric Association has come 
up with a set of directions said to 
eliminate many errors committed in 
dyeing white fabric footwear. 

These rules have been made into 
two 914” x 1214” charts—one for the 
retailer, the other for the shoe manu- 


facturer—and a folder for distribu- e Wie a t "s New 


tion to retailers. 

Since a shoe to be dyed is shown 
in the “white,” NSFA says, the re- 
tailer has been placed in the posi- 
tion of the converter. He must rely 
heavily on the shoe producer to pro- 
vide fabrics which are safely “hand- 
dyeable.” 

According to the association, is- 
suance of the charts and folder has 
brought requests for additional 
copies. 

The NSFA has offices at 60 South 
St., Boston. 
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Gored Pull-On Boot 


Crepe-soled pull-on boot with side gor- 
ing has been introduced by Red Wing 
(Minn.) Shoe Company in a_ black 
Dreside upper and a brown crushed 
grain upper. It incorporates sweat- 
proof leather insole, all-around Good- 
year welt and nailless construction. 





Men’s Shoe Cream Line 


Is Introduced by Esquire 


LORD ESQUIRE, a luxury line 
of odorless, stainless, high-gloss 
creams for men’s shoes, has been 
added to the Esquire shoe dressing 
lines for sale exclusively in shoe 
stores. 

The Lord Esquire creams come 
in black, tan, charcoal brown, 
brown, neutral and oxblood. They 
are whipped to a smooth, light tex- 
ture and packaged in jars. 

As an introductory offer, Esquire 
offers a cream display valued at $10 
with the Lord Esquire four dozen 
prepack assortment. It contains 24 
black, three tan, three charcoal 
brown, 12 brown, three neutral and 
three oxblood. 

Introduction of the Lord Esquire 
line follows launching of the Lady 
Esquire luxury line seven months 
ago. 


Spray Shine for Hand Buffing 
A PURE wax polish in an aerosol 


can, Penny Shoe Shine Spray and 
Buff, has been introduced by Turtle 
Wax, Inc., Chicago, as a companion 
product to its Penny Shoe Shine In- 
stant Spray. Spray and Buff, “de- 
signed for those who still like to 
hand-buff their shoes,” is intended 
for all colors of shoes and will not 
stain hands or clothes, Along with 
wax, it contains silicones and lanolin. 


for current 
catalog write to: 


QUODDY MOCCASINS — 





Portland 3, Maine 
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Shoes That Twinkle 
(Electrically) Patented 


THE term “twinkle toes” may 
come to include wearers of lighted 
shoes, as well as good dancers. The 
U. S. Patent Office has granted a 
patent (No. 2,931,893) for such 
footwear. 

The lighting is provided by tiny 
flashlight -type bulbs mounted as 
decorative trim on women’s shoes or 
connected to the laces of men’s foot- 
wear. 

Thanks to B. Gonzales Arias and 
R. Mendoza Quijano, the Cuban in- 
ventors of illuminated footwear, it’s 
now possible to attract considerable 
attention on the dance floor, on the 
street or indoors by virtue of light- 
footed accessories. 

Ordinary flashlight cells, located 
in a hollowed-out section of the heel 
and sole, supply the electric power. 

If you want to save battery power 
between dances, the inventors have 
made it possible to do so. The switch 
that controls the lamp or lamps on 
each shoe is the type that goes 
from “on” to “off” with each in- 
ward push of a protruding short 
spike. Thus, by touching the spike 
against any wall, the lights may be 
switched on or off with ease. 

If the idea of twinkling footwear 
on the dance floor doesn’t intrigue 
the wearer, the bulb is of sufficient 
power to show the wearer his way 
in a dark room. 

Complete details are available 
from the Commissioner of Patents, 
Washington 25, D. C. 


Aerosol Leather Softener 


A LEATHER softener called 
“Foot Re-leef” is being distributed 
in a three - ounce 

aerosol can by A. 

J. Bergren Com- 

pany, Chicago, 

shoe store supply 

firm. The product, 

sprayed on liber- 

ally, is said to 

make all leathers, 

including suede 

and reptile, soft 

* and flexible, and 

to relieve pressure 

from _ sensitive 

areas of the feet. According to 
Edwin G. Kaplan, Bergren’s presi- 
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dent, Foot Re-leef penetrates and 
rejuvenates dried-out leathers and 
gives a cooling, refreshing effect. 


Toplift-Dowel Combination 
To Be Marketed by Vulcan 


A MOLDED toplift-dowel combi- 
nation for women’s heels will be 
introduced by Vulcan Corporation, 
Cincinnati, O., under the trade name 
Sta-On. The combination was devel- 
oped and will be manufactured by 
Whitso, Inc., Schiller Park, Chicago, 
a plastics molding firm. Vulcan will 
be the exclusive sales agent. 


The development is said to enable 
a unique dowel construction to grip 
the polyurethane toplift in an inter- 
locking bond “virtually unbreakable 
under conditions of normal usage.” 
The dowel head, a departure from 
nail-head types, permits the use of 
an extremely soft new urethane 
combination. 

Sta-On is claimed to reduce abra- 
sion and wear to a minimum and 
provide a resilient, sure-footed sur- 
face. The cost is said to be “com- 
petitive.” 

The first production unit was 
scheduled to go into operation May 1. 
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No. 635 Brown 
No. 675 Black 


When you fit a foot sufferer to Alden-Pedic 
shoes you've made a friend who will return again 
and send you other customers, too. Learn how our 
Foot-Balance® program can help build your business. 
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THE KEY TOF 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 
Cuslom Bootmakers Since 1884 
BROCKTON. MASSACHUSETTS 
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¢ Retail Openings 


Adams Shifts to Larger 
Quarters on Staten Island 


STATEN ISLAND, N. Y.—Mod- 
ern design coupled with touches of 
period furnishings characterizes the 
new, larger quarters of Adams 
Shoes at 106 Canal St., Stapleton, 
here. After five years at a location 
just four doors away, the firm was 
faced with the need to expand. 

Manager-owner is Edward 
Schare, who has 15 years’ experi- 


ence in shoe business. He carries 
women’s and children’s lines. 

Dominating one wall in the rear 
section of the new store is a wall- 
to-wall mirror that curves grace- 
fully at the top, much like the mir- 
rors on period dressing tables. High 
at the sides of the mirror are two 
coachman’s lamps in brass. A _ sec- 
tion of blue and gold wallpaper on 
the ceiling directly above reflects the 
lamplight and lends a soft glow. 

A large brass, frost-shaded chan- 
delier, the central lighting piece, is 
controlled for graduated lighting. 











An attention getter is a recessed 
display window complemented by 
shutters opening against the wall in 
shadowbox fashion. There is room to 
display a good sampling of the popu- 
lar-price and high-style novelty 
items which Adams stocks. 

No single color predominates in 
the store, but ivory, pastel blue and 
a delicate violet blend to make up 
the wall and ceiling decor. 

There are walnut chairs with 
ivory vinyl; brown tweed, wall-to- 
wall carpeting, and a wrought-iron 
umbrella stand at the door, opposite 
a purse and hosiery bar. 

The store’s interior is fully visi- 
ble from the outside. 

o o * 

Eddy’s Shoes, for 21 years located 
at 103 Washington St. in downtown 
Providence, R. I., has added a sec- 
ond store at 176 Wayland Ave. in 
the same city. Owner Edward Stolz- 
berg and his son, Herbert, manager 
of the new unit, feature women’s 
and teenage shoes with casuals in 
the $6.95-10.95 range and style shoes 
in the $12.95-16.95 bracket. 

* o e 

Simco Shoe Stores will carry an 
inventory of 25,000 to 30,000 pairs 
of moderate-priced women’s fashion 
footwear in its 27th unit, newly 
opened at 340-42 Fifth Ave., Pitts- 
burgh. Milton Simon, president of 
the company, said Simco is plan- 
ning to expand into regional shop- 
ping centers. In the past the firm 
has limited itself to downtown loca- 
tions. Mr. Simon said the company 
will also extend its operations to a 
radius of about 750 miles from New 
York City. 

e * e 

Hirsch Shoe Store of Tucson, 
Ariz., has installed a dance foot- 
wear department as a feature of 
its new, third unit, in the Camp- 
bell Plaza Shopping Center. The 
other stores of the firm, founded by 
David Hirsch and operated by him, 
his wife and son Sid, are at 2934 E. 
Broadway and 5510 E. 22nd St. 
Joseph LeBourg will manage the 
new unit. 

e a ~ 

Ferguson’s Shoes staged a “pre- 
view opening,” including a showing 
of styles by manufacturers’ repre- 
sentatives, when the firm moved to 
a new location at 4501 Freeport 
Blvd., Sacramento, Calif. No shoes 
were sold during the preview. Ad- 
mittance was by invitation. 
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‘Lace Untying’ Opens Innes 


SAN BERNARDINO, CALIF. — 
“Untie a shoe lace and open a new 
shoe store.” This was the gimmick 
featured in the opening of the new- 
est Innes Shoe Store here. 

On hand for the ceremony were 
Bruce G. Allbright, president of 
Innes Shoe Company, and Dudley 
Lee, district supervisor and vice- 
president. Manager of the new store 
will be Gaydon Lamb. 

As part of the opening celebra- 
tion, Innes presented gifts to each 
shoe purchaser. Men received shoe 
trees and women were given a 
shoe chest. A search for a Cinde- 
rella to fit a “glass slipper’—an all 
vinyl shoe by Mademoiselle — was 
another feature. The prize: a com- 
plete shoe wardrobe. 


G. R. Kinney’s third store in the 
Jacksonville, Fla., area has opened 
at 5405 Main St. A 120-foot glass 
front provides a view of the whole 
interior, and an acre of parking 
space is available to customers. Al- 
bert L. Jones, Jr., has been shifted 
from a St. Petersburg, Fla., unit to 
serve as manager. 


SELL SCOTTS... 


Early American Theme Introduces Women’s Line 


"Fashion Americana" theme used to launch the Home & Abroad line of shoes at 

Volk Brothers, Dallas store, is emphasized by a background of Early American 

design in the shoe department. Natural wood panels serve to highlight shoes 

dyed in natural colors and rubbed to a deep luster. A wooden duck decoy lon 

floor, next to bag) calls attention to rosin-tanned soles that are practically water- 

proof. Hook rug and antique benches lend atmosphere to the display. The women's 
line was also promoted in full-page color advertisements. 





Providence Store Is Sold 
PROVIDENCE, R. I.—Washing- 
ton Park Shoe Store, 1482 Broad 
St., has been sold to R & A Shoes, 
Inc. Irving Palow, formerly opera- 
tor of Irving’s Shoe Store, Central 
Falls, R. L., is president of the new 





company. Jack Modiano, previously 


a salesman with Kays-Newport, Prov- 


idence, is manager of the store. It 
will be operated under its original 
name and will feature men’s shoes 
in the $9.95-$29.95 bracket and wo- 
men’s and teenagers’ shoes in the 
$2.99-$9.95 range. 





Your Beit Bet hor 


as it has been for every 
year since 1922 when we started 


FANTOM-FOAM INSOLES 


. . the item that sells on sight! 
Light as a Feather! 
Superb Comfort in Every Step! 


Beautiful rayon toppin 
density foam rubber. 
air through porous foam rubber and 
cloth topping keeps the feet cool and 
Cushioning effect of the 
foam absorbs the shock of walking on 
unyielding floors and pavements—Puts 
Pep back into the step! 


Packaged for Peg-Board Display 
Peg-Board or Counter Display Case FREE 
Men's Sizes 6-13 


comfortable. 


$4.25 Dz. Prs. 
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FOOT APPLIANCE CO. 
1701 WEBSTER ST.- OMAHA, NEBR. 


Bape Tn 


Best fit of all because made over seasoned 
lasts — one of which is appropriate for custom- 
er's individual foot! 

NO MARKDOWNS, NO LEFTOVERS! 
JUST STEADY TURN-OVER AND REPEAT CUSTOMERS! 


PLATTOE LAST 
4120—The CENTRU Tie 
14/8 Wood Kantscuff Heel 


All over white glazed kid. Six-eyelet 
tie. 


MILLER SHOE COMPANY 
Founded by Albert E. Klinkicht 
CINCINNATI 23, OHIO 
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© Obituaries 


Blaine E. Matthews, 
Headed Williams Mfg. 


PORTSMOUTH, O. — Blaine E. 
Matthews, 62, president of the Wil- 
liams Manufacturing Company, 
makers of women’s footwear, here, 
died of cancer and complications, 
April 7 at the Mayo Clinic in Roch- 
ester, Minn. 

Mr. Matthews 
was one of South- 
ern Ohio’s most 
prominent indus- 
trialists. He enter- 
ed the company in 
1923 by buying a 
block of stock. In 
those days the 
firm made such ar- 
ticles as Sam 
Browne belts and 
pistol holsters, and 
later Bond Street spats — but not 
footwear. 

Faced during the depression with 
the need to find a new product, Mr. 
Matthews and associates determined 
to make a shoe for women that 
would retail under $5. Today the 
company still produces shoes to sell 
in the $3-$5 price range. From 50 
workers and a few score shoes a day, 
the firm has grown to 2200 employ- 
ees and a daily output of 13,000 
pairs. 

Mr. Matthews became known for 
his benevolent employee policies. 

Mr. Matthews was stricken ill last 
summer but returned to his duties 
in the fall. He re-entered a hospital 
several weeks before his death. 

Surviving him are his widow, 
Catherine; a son, two daughters, 
three brothers and a sister. 

Directors of the company issued 
a statement assuring the trade and 
the company’s employees that “the 
same policies and practices .. . will 
continue to be maintained.” 


BLAINE MATTHEWS 


MRS. GRACE PLATT, office sec- 
retary of the Midwest Shoe Trav- 
elers’ Association, died March 30. 
Mrs. Platt operated the associa- 
tion’s office in the Lytton Building, 
Chicago. She is survived by three 
children and 17. grandchildren. 
Grayce Mattes has been appointed 
by the Midwest Travelers to suc- 
ceed her. 
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Bernice S. Decker, Recorder Writer, Dies 


EVANSTON, ILL. — Bernice 
Stevens Decker, Chicago area cor- 
respondent for BOOT AND SHOE RE- 
CORDER for many years and a key 
member of its editorial staff, died 
April 12 after a three-month illness. 
She was 49. 

Mrs. Decker was a fixture at the 
annual Factory Management Con- 
ference, the National Shoe Fair, the 
Popular Price Shoe Show, the Mid- 
west Shoe Travelers’ showings and 
other industry markets. At many of 
these events she helped prepare 
RECORDER Dailies and news bulletins. 


Started New Feature—In addi- | 


tion, her feature articles and her re- 
ports on manufacturing and retail 
selling in the Chicago area appeared 
regularly in the RECORDER’S pages. 
Late in 1958 Mrs. Decker began 
compiling a new feature, “Salesmen 
on the Road,” devoted to news and 
notes about shoe travelers. This sec- 
tion appeared in every issue until 
she became ill. 

Mrs. Decker was chosen to pre- 
pare the shoe travelers’ page be- 
cause of her wide acquaintance with 
manufacturers’ representatives as 
well as others in all segments of the 
industry. At shoe shows and in the 
course of her regular duties, she 
gained a reputation as a tireless 
worker and a skilled news-gatherer. 
She was known in the industry for 
her understanding of shoes, shoe 
making and shoe people. 

The RECORDER’S editor, John J. 
Reilly, an associate of Mrs. Decker 
for 29 years, said of her: “She was 
a highly accomplished and dedicated 
newspaper woman and she will be 
missed by all who knew her in the 
industry.” 


Freelance Writer — Bernice 
Decker brought to her profession 
specialized training and natural abil- 


ity. Graduating from the Medill 
School of Journalism at Northwest- 
ern University, she early established 
herself as a versatile freelance 


writer. As a special correspondent 


BERNICE STEVENS DECKER 


of The Christian Science Monitor, 
she reported on a variety of news 
subjects and contributed numerous 
feature articles. Among these, an 
article on Frank Lloyd Wright was 
given a full page in this interna- 
tional daily newspaper. 

Early in World War II Mrs. 
Decker, then Bernice Stevens, en- 
listed in the Waves. She served for 
30 months in Naval Intelligence in 
New York. During that time she 
met and married Paul B. Decker, 
who was then in the Air Force. The 
couple later lived in Evanston. 

Mrs. Decker retired from active 
duty with the rank of lieutenant but 
continued active in the Naval Re- 
serve until recently. 

Besides her husband, who designs 
and supervises the installation of 
custom - built kitchens, Mrs. Decker 
is survived by her mother, Mrs. 
Clara B. Stevens, and a brother, 
Robert. 





MALCOLM F. BARRY, 67, a re- 
tired shoe manufacturer and at one 
time a well known professional ball 
player, died April 6 at his home in 
Brockton, Mass. At the time of his 
retirement because of ill health, he 
owned the Mal Barry Shoe Com- 
pany in Brockton. Prior to that he 
had been a member of the New 
York Yankees baseball team. Sur- 
viving are a son, three daughters, 
two brothers and four sisters. 


CY W. WHEELER, a sales repre- 
sentative of Endicott Johnson Cor- 
poration in the Southwest for many 
years before his retirement last 
year, died recently in Kansas City, 
Mo. Mr. Wheeler joined the com- 
pany as a sales assistant in 1912, 
served in the Army in World War I, 
and later worked in the Little Rock, 
Ark., and Kansas City areas. Since 
1934 he had traveled the Houston 
area. 
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Manufacturing News 





Milwaukee Producers 
Note Fill-In Order Lag 


MILWAUKEE — Factory ship- 
ments continue to display a sluggish, 
erratic pattern. Volume has been 
slow in picking up from the winter 
decline. Manufacturers claim that 
their men making calls on dealers 
out in the territory are writing good 
fall business. But the badly needed 
fill-in spring orders from dealers 
are still lagging. 

According to one plant executive, 
“We're getting a fair share of mail 
order volume. But, it isn’t enough. 
Dealers are sending in orders for 
single pairs instead of lots.” 


Stretching Budgets—Unfavorable 
weather still stands as a good excuse 
for the prevailing condition. But 
some producers now talk of possible 
deeper causes; inflation and tough 
economic conditions in certain sec- 
tions of the country. They point to 
an important segment of the public 
“stretching their budgets” nowa- 
days. The result is that shoe sales 
suffer. 

All is not bleak, however. First 
quarter reports show profits despite 
the disappointing fill-in business. 
Most plants note that some of their 
departments are working at full 
capacity to keep up with demand 
for men’s staple and fall footwear. 


Trend Toward Brown — Men’s 
shoe producers report that the trend 
to deep browns is becoming increas- 
ingly strong. The olives or ivy 
browns are accounting for a healthy 
share of the fall orders being writ- 
ten. 

Fall shoe prices are expected to 
hold firm. Manufacturers note that 
despite talk by some producers of 
lowering prices, they can see no 
justification for such a move. “We 
still haven't caught up with last 
year’s boosts in costs,” claims one 
factory’s top brass. 


William F. Hickey, chairman of 
the board of John R. Evans & Com- 
pany, Camden, N. J., tanners, has 
been re-elected vice-president of the 
Hibernia Savings Bank of Boston. 
Mr. Hickey makes his headquarters 
at the Boston office of the Evans 
firm. 
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St. Louis Producers Lower Prices 


By VIRGINIA MARSHALL 


ST. LOUIS—Fall shoe lines are 
on the road. 

Shoe travelers representing St. 
Louis firms were in their territories 
by mid-April. Some shoes carried 
lower price tags, but the majority 
remain just about at their estab- 
lished levels. 

Price reductions in most cases 
have been made so that retailers 
can improve their markup. Adjust- 
ments actually have been small in 
size. 


Announce Reduction—One major 
women’s house announced a reduc- 
tion of 25 cents per pair on all of 
its plain pumps effective April 18, 
on all orders received on or follow- 
ing that day. The move was made, 
a spokesman said, so that accounts 
could realize a full 45 per cent 
markup. 

Prices for all manufacturers are 
keeping within set retail brackets. 
The lower ends of these brackets, 
however, are rating extra emphasis 
in an attempt to step up pairage 
volume. 


Hide Market Decline—The de- 
cline in the hide market during the 
past months is given most fre- 
quently as the reason for price ad- 
justments. However, observers in- 
dicate that more than a little price 
resistance was met during the win- 
ter on women’s dressy footwear. 
Allowing the retailer to go down $1 
a pair and still get a fair return 
may wipe out the resistance shown 
by women customers to price tags 
over $20. 

Although local manufacturers’ 
shoe orders for the past four 
months have been below last year’s 
levels, the picture may be reversed 
by the six-month mark. Retail ac- 
tivity went into a boom as the na- 
tional weather outlook brightened. 
In-stock departments are currently 
busy. Reorder pace on juvenile 
shoes pepped up noticeably. Men’s 
reorders are reported by general 
line houses as good at present from 
all across the northern belt of the 
country. Orders for women’s shoes 
are confirming national reports that 


unlined types have been completely 
accepted for comfort, smartness and 
lightness. Producers are displaying 
a wide variety of unlined pairs at 
the Shoe Market of America. 


New York Factories 
Feel Business Surge 


NEW YORK—Shoe manufac- 
turers are hoping that the current 
acceleration of business at the re- 
tail level will be reflected in a 
change for the better at the produc- 
tion level. 

For the past several weeks it has 
been a vicious circle. Consumers 
weren’t buying. Retailers weren’t 
placing their orders the way they 
should and manufacturers seemed 
to be holding the bag as far as in- 
ventories of spring shoes were con- 
cerned. As business improved re- 
tail-wise, there were hurried and 
frantic calls for stepped-up deliv- 
eries of shoes. 


Plants Are Busy—As of now, 
manufacturers are busy. Salesmen 
have been out in the territories 
showing the early fall shoes. They 
have been sending in good orders; 
perhaps not as large as they would 
like, but satisfactory business. This 
will provide cutting and will keep 
production steady. Deliveries are 
specified for June, July and August. 

Most of the orders call for smooth 
leathers. Black accounts for the 
greatest percentage of color, fol- 
lowed by pale beiges to golden 
browns. Pattern-wise, pumps lead. 
The silhouette emphasis is on 
pointed toes, more than ever. Many 
of the manufacturers have had to 
get new triple and even quadruple 
needle wood. Heels continue to be 
high and very thin. 


Steady Production — Production 
has been maintained on a steady 
basis in the children’s shoe fac- 
tories. 

In general, the feeling of New 
York shoe manufacturers is that 
prospects for business are good. 
Retailers came into New York dur- 
ing the Shoe Designers Guild Week 
and placed sample orders for the 
“early fall” and “transition” shoes. 
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Come in and relax with us in Parlors A-B 
at the Factory Management Conference. 


We've got all the business we can 
handle for the next 2 years, anyway. 


RO-SEARCH inc. 
Waynesville, North Carolina 


The pioneering division of Wellco Shoe Corporation 





Salesmen - Suppliers 





Genesco Offers Testing 
Service to Producers 


NASHVILLE, TENN.—A testing 
service for new footwear materials 
has been made available to the en- 
tire industry by a new division of 
Genesco, Inc., Precision Testing 
Laboratories. 

J. P. Saunders, vice-president and 
secretary of Genesco, announced the 
offer after the National Shoe Manu- 
facturers Association’s Technical 
Committee had recommended that 
shoe producers adopt a definite pro- 
gram for testing new materials. 


Quality Tests—Starting immedi- 
ately the laboratories will assist 
shoe manufacturers in determining 
the quality characteristics of any 
material by such tests as tensile 
strength, elongation, abrasion, spe- 
cific gravity, thermal conductivity, 
water resistance, and water ab- 
sorption; resistance to acids, al- 
kalis, aging, stiffness and hardness; 
and flex strength. 

Although several commercial test- 
ing companies are available to in- 
dustry, Mr. Saunders noted, Genesco 
can “offer specialized facilities and 
reports in a highly specialized way” 
to meet shoe manufacturers’ needs. 
He said the company’s services 
would be particularly suited to the 
smaller producers. The cost, he 
added, would be “nominal.” 


New-Product Parade—Mr. Saun- 
ders pointed out that a constant 
stream of new products is compet- 
ing for acceptance in the primary 
parts of a shoe. He said the quality 
of these products needs to be mea- 
sured against known standards, 
with a careful analysis of perform- 
ance as to stretch, bursting 
strength, color fastness and other 
factors. 

In practice, Mr. Saunders said, 
the types of tests available should 
be “almost limitless,” and Precision 
Testing Laboratories will be in a 
position to design testing equipment 
not already available. 

The company’s announcement 
said interested manufacturers 
should communicate with either 
Mr. Saunders or S. A. Gorin, Ge- 
nesco director of research. 
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Combat Boot Developed for Sub-Zero Cold 


Army's new white, insulated rubber combat boot affords increased protection 

in Arctic cold. Cutaway view shows application of the vapor barrier principle 

in sealing three layers of wool fleece in the upper and two layers of felt in the 
midsole between inner and outer rubber layers. 


WASHINGTON, D. C. — A new 
white, insulated, rubber combat 
boot has been developed by the 
Army Quartermaster Corps for 
troops in Arctic temperatures, ac- 
cording to the Department of the 
Army. 

The new boot was tested by the 
International Geophysical Year Ex- 
pedition in the Antarctic where 
temperatures reached 102 degrees 
below zero. The boot uses the va- 
por barrier principle in sealing 
three layers of wool fleece in the 
upper and two layers of felt in the 
midsole between inner and outer 
rubber layers. The seal prevents 
sweat and outside moisture from 
wetting the fleece and thereby de- 
stroying the insulation. 


Valve Is Feature—Each boot has 
a self-closing air-release valve for 
equalizing air pressure that may 
build up inside the boot’s insula- 
tion. This prevents swelling and 
constriction of the foot when the 
boot is worn at high altitudes. 

The boots are made over a newly 
developed last and their design will 
reduce the number of width sizes 
that normally must be stocked. 
They will increase foot protection, 
provide greater durability, foot 
support and traction, and will be 
compatible with individual over- 
snow equipment like skis and 
snowshoes. 


Joint Development — The boots 
were developed by technologists of 
the Quartermaster Research and 
Engineering Command, Natick, 
Mass., together with the B. F. 
Goodrich Company, Watertown, 
Mass. 

The boots, designed for wear in 
dry-cold regions where tempera- 
tures range from 14 degrees above 
zero to 65 below, may replace the 
cold-dry mukluk boot and the Arctic 
felt boot. 


Evy Footwear to Occupy 
New Plant near Scranton 

SCRANTON, PA.—The Evy Foot- 
wear Company, Inc., of Brooklyn, 
will occupy a factory building in 
nearby Bedford Township, which 
will be erected by the Bedford De- 
velopment Council. The council ex- 
pects to start construction of the 
$390,000 structure by June 1 and 
have it ready for operation § by 
October. 

The company, which operates the 
sillig Shoe Company, Inc., plant in 
Peckville, Pa., will operate the new 
factory under the name Bedford 
Shoe Corporation. 

The firm also has plants in Altoona 
(Altoona Shoe Company, Inc.) and 
Martinsburg (Martinsburg Shoe 
Company), Pa., and others in Hoo- 
sick Falls, N. Y., and Puerto Rico, 
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Boxes Cited for Merchandising Appeal 


First award in footwear category of annual Set-Up Paper Box Promotional Com- 
petition sponsored by National Paper Box Manufacturers Association went to 
Baker's women's shoe box with pink braided carrying cord, suitable for reuse for 


knitting or storage. A product of Frank C. Meyer Company, Inc. 


Cited for 


excellence was sturdy skating shoe package of Brooks Shoe Manufacturing 
Company, made by Hanover Paper Box Company. Background is blue, white and 
black. Winning boxes were displayed at NPBMA convention in New Orleans. 


A second excellence award in footwear boxes went to |. Miller's Millerkins package 

made by Frank C. Meyer Company, utilizing new colors and soft pastel effect. 

Shoes on the lid are blended in with a wall for wallpaper effect. Another excel- 

lence award, in “other construction of rigid boxes" category, was won by ladies’ 

shoe box used by International Shoe Company's Accent division, and also made 

by Frank C. Meyer. The word “Accent” in heavy black print is surrounded by 
flowery-lacy pattern also in black on white. 





M. Beckerman to Reopen 
Boyertown, Pa., Factory 


NEW YORK—The shoe factory of 
M. Beckerman & Sons, Inc., at Boy- 
ertown, Pa., will resume production 
of children’s shoes July 5. The plant 
was temporarily closed because of an 
overstocked condition. 

The announcement of the reopen- 
ing was made here by Max Becker- 
man, president of the firm, who de- 
nied rumors that the plant was to 
be sold. 

“Nothing could be further from 
the truth,” he said. “Our plans are 
not only for the retention of this 
facility but the expansion of the fac- 
tory to take better care of our cus- 
tomers.” 

Mr. Beckerman said the factory 
would manufacture 3600 pairs of 
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children’s stitchdown-process shoes 
and 1800 pairs of children’s Compo- 
process shoes a day. This produc- 
tion, said Mr. Beckerman, will be 
increased as the situation warrants. 


Leather Display at Poznan 

NEW YORK—A large leather dis- 
play will be a feature of the 29th 
International Poznan Fair to be 
held in Poznan, Poland, June 12 to 
26. This annual world trade market 
includes industrial and agricultural 
exhibits from all of Europe and 
many other nations. Last year 47 
countries took part, and this year 
some 85 per cent of the 1959 ex- 
hibitors have already confirmed their 
intention to exhibit again. The fair 
has 2% million square feet of ex- 
hibit space. 


Allied Show Report: 

‘Desire Buying’ Now 
: 9 

Equals ‘Need Buying 

NEW YORK — “Desire buying” 
has become as important, in actual 
units and dollars of sales, as ‘need 
buying” in footwear, according to 
a report from the Allied Shoe Prod- 
ucts Show Committee. 

The committee, now planning for 
the Allied Show in New York June 
20-23 at the Sheraton-Atlantic (for- 
merly McAlpin) Hotel, estimated 
that half of all shoes are bought on 
the basis of need and utility. The 
remainder are bought because of 
style. 

Because people will continue in 
the future to walk less, both in their 
occupations and at home, the utility 
factor will continue to mean less and 
less to them when they buy shoes. 
At the same time, however, they 
will expand their social, recreational 
and occupational activities. This will 
create a greater demand for more 
types of apparel and, thus, more 
types of footwear. 

Fred N. Phillips, general chair- 
man of the Allied Show and presi- 
dent of Phillips-Premier Corpora- 
tion, said, “Creative styling has 
taken on a new dimension. Creative 
styling now includes styling with a 
service in mind as well as styling 
for decorative values. The 200 ex- 
hibiting firms at the Allied Show, 
most of whose products are associ- 
ated with fashion, have recognized 
this development. 

“As a result, many of the new 
products that will be introduced in 
June, as well as at future Allied 
Shows, will place more and more 
stress on this functional design. We 
can expect to see a broadening base 
for the ‘family of footwear’ that will 
be required and demanded by con- 
sumers.” 


Paris Leather Week Set 


PARIS, FRANCE—The 18th In- 
ternational Leather Week (Semaine 
Internationale du Cuir) will be held 
here September 8 to 13. Each day 
during the exposition, Paris manni- 
kins will model the latest leather 
novelties from 5 to 5:30 p.m. Infor- 
mation about the Leather Week is 
available from the Commissariat 
General de la Semaine du Cuir, 2 
rue Edouard-VII, Paris. 
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It’s ‘Shoe Designers Guild’ 


After Group Revises Name 


NEW YORK—FEffective immedi- 
ately, the Guild of Better Shoe 
Manufacturers—that group of 19 
manufacturers who produce the ma- 
jor portion of quality women’s shoes 
in the U. S.—has changed its name. 
Hereafter it will be called the Shoe 
Designers Guild. 


John Jerro, president of the Guild, 
said the officers had considered the 
change for some time. They felt that 
since their members were, first, de- 
signers and creators of styles, and 
manufacturers as a natural follow- 
up, the new designation would be 
more appropriate. 

The change in name does not in 
any way affect the operation of the 
Guild. Members will continue to hold 
their seasonal “shoe weeks’ with 
displays of the new lines in their 
own showrooms. 


Belgrade Opens Showrooms 
AUBURN, ME. — The Belgrade 
Shoe Company of Auburn is open- 
ing a permanent office and show- 
rooms in New York’s Marbridge 


Building May 1. The opening coin- 
cides with the Popular Price Shoe 
Show, and the company is showing 
its Moxees line in the new location 
—Rooms 632-634-636 instead of in 
the Sheraton-Atlantic Hotel as dur- 
ing past shows. Belgrade also makes 
Continental Casuals and Sleighbelle 
boots. 


Scout Shoe Uses Aniline 


Glove Leather by Lichtman 


NEWARK, N. J.—The Berkshire 
Taconic aniline glove leather pro- 
duced by J. Lichtman & Sons, here, 
has been authorized by the Boy 
Scouts of America for use in the 
new Hike ’n’ Camp official scout shoe 
and boot. Both the oxford-type shoe 
and the six-inch and eight-inch boot 
patterns are being manufactured by 
the Albert H. Weinbrenner Com- 
pany, Milwaukee. 

“Rugged wearability” is claimed 
by Lichtman for the Berkshire Ta- 
conic tannage. Offered in a wide 
range of fashion colors, the leather 
is said to be in use in men’s, women’s 
and children’s casual and dress cas- 
ual creations. 


5 Million May Have Seen 


TV Cartoon Film from LIA 


NEW YORK — Some 5 million 
women television viewers are be- 
lieved to have seen a Leather Indus- 
tries of America cartoon film about 
spring footwear fashions. The five- 
minute film was released free to 
stations in over 100 cities in the 
U. S. and Canada for showing at 
Easter time. It traced the develop- 
ment of women’s shoe styles from 
the days of the Pilgrims to the 
present. 

In a number of cities, the tele- 
vision station and local shoe re- 
tailers tied their spring shoe pro- 
motions to the LIA film. 

Among the shoes shown were spec- 
tators for daytime and evening wear; 
patent leather and luster leather 
shoes for day, late day and evening; 
and washable white leather pumps. 
Also pictured were moccasin styles 
for casual wear, spring boots, wedge 
shoes and play shoes. Current infor- 
mation on heel heights and shapes, 
silhouettes and leather textures was 
included. 

Four other films in the LIA series 
are set for release later in the year. 
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and Jobs of Nation- 
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Men and Children 
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St. Lovis Shoe Show, Our Office 
May 1- 
1215 Washington Ave. 


Popular Price Show, New York, May 1-5 
Hotel New Yorker, Rooms 1650-1-2 


Southwest Shoe Show, Dallas, May 7-11 
Adolphus Hotel, Reom 1009 


Les Angeles Shoe Show 
Alexandria Hotel 
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Genesco Names Four Vice-Presidents and Assistant to Chairman 


ry 
ee 


CHARLES W. COOK 


NASHVILLE, TENN.—Four ex- 
ecutives of Genesco, Inc., have been 
elected by the company’s board of 
directors as corporation vice-presi- 
dents, and a fifth has been named 
assistant to the chairman. 

The new _ vice-presidents are 
Charles W. Cook and C. W. Butler 
of Nashville; Harry A. Bass of 
Boston and New York, and Ralph 
H. Stollmack of New York. The as- 
sistant to the chairman is Maxwell 
Benson of Nashville. 


Charles W. Cook, a member of 
the Genesco board of directors for 


THE BIGGEST MARKET 


has 


CUSTOMER 


Foot-So-Port has conclusive 
proof of the extra profits you 
can enjoy with “repeat” Foot- 
So-Port customers. 
complete line for men, wom- 
en and children, with not 
one, but many feature ad- 
vantages. Once a Foot-So- 
Port customer . . 
a Foot-So-Port customer. 
He’s yours for the ask- 
ing. For shoe fitters in- 
terested in buildin 
prestige and profit. 


write . 


$012 
TAN LUXOR CALF 


FOOT-SO-PORT SHOE co., Oconomowoc, Wis. 


Cc. W. BUTLER 


S 
The best friend a shoe man ever 
had is that loyal and devoted “re- 
peat” customer. You don’t lure him 
with price, style, or gimmick shoes. 
He’s yours, for always, because you 
and you alone give him the comfort, 
the support, the fit, that’s only 
possible with a feature line. 


FOOT-se- PORT 


ex 


RALPH H. STOLLMACK 


16 years, also is president of the 
corporation’s Republic Shoe Com- 
pany, which sells to large chain 
store and volume accounts through- 
out the country. He joined the 
company, formerly General Shoe 
Corporation, in 1931 and has ad- 
vanced through many divisions. 


C. W. Butler for several! years has 
been director of purchasing for 
Genesco’s southern shoe manufac- 
turing operations; vice-president of 
its Gemco Manufacturing division, 
and an assistant vice-president of 
the corporation. All of the com- 
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HARRY A. BASS 


MAXWELL BENSON 


pany’s southern warehousing op- 
erations are under his direction. He 
was with the J. K. Orr Company, 
Atlanta, when it was purchased by 
General Shoe in 1936. 

At age 41, Mr. Butler has had 
over 25 years of experience in the 
shoe business. He has also been 
chairman of the Genesco advisory 
board of directors. 


Harry Bass is managing director 
of the New England Group of 
Genesco operations. This consists 
of Spencer Shoe Company, Spencer, 
Mass.; Fleisher Shoe Company, 


From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 


Don’t cross me, I want 


Leathers by Irving: 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 
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Manchester, N.-H.; the K L Shoe 
Company, Lawrence, Mass., and the 
Mannequin Shoe Company, New 
York City. 

His experience in the shoe busi- 
ness dates back to 1922. He was 
owner and president of the Kleven 
Shoe Company of Spencer, Mass., 
in 1952 when it was purchased by 
Genesco, and he has continued as 
one of the company’s principal ex- 
ecutives. 


Ralph Stollmack is managing di- 
rector of Genesco’s Metropolitan 
Group in New York City, consisting 
of Carlisle Shoe Company, I. Miller 
Shoe Company, I. Miller Salons, 
Delman-Dior Shoe Company and 
Deldor Shoe Company. He began 
working with Carlisle Shoe in 1938, 
rejoined the company after getting 
a college degree, and went on to 
become president. 


Maxwell Benson, elected assistant 
to the chairman, a new corporate 
office, has been director of the com- 
pany’s public relations department 
since 1945. He was formerly a mem- 
ber of the editorial staffs of both 
Nashville daily newspapers and of 
several newspapers in Texas. 





Resigns from I. Miller 


Edward Russell, Jr., who has resigned 
as president of |. Miller & Sons Com- 
pany, Long Island City, N. Y., after serv- 
ing in the post since October 1957. Mr. 
Russell has not said whether he will 
remain in the shoe business or return 
to the textile field. He was formerly a 
vice-president of Avondale Mills, a tex- 
tile producer. 





Shearling for Use in Slippers 

BOSTON — The Shearling divi- 
sion of the A. C. Lawrence Leather 
Company has introduced a new line 
of long-haired, unclipped shearling 
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Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 





Also 
REGULATION 
BASEBALL 
SHOES 
Sizes 1-12 
$3.95 
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BERNED SHOE CO. 207 essex street, BOSTON 10, MASS. 
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moulded rubber 
cleated soles. 
Half sizes, 1-10; 
standard widths. 
$900 

pair 


NET 
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In Caneda by BEARDM 


skins for use primarily in the slip- 
per trade. To this new product the 
name Shaggy has been given. It is 
designed to appeal to the college 
group and add a plus sale to holiday 
business. Shaggy is available for 
sampling in pink, two shades of blue, 
turquoise, coral red, beige and a 
deep molasses brown. 


Jim Swanson of Penaljo 


Gets ‘Millionaire’ Award 


ST. LOUIS —Jim Swanson has 
become a “Penaljo Millionaire.’”’ The 
western states sales representative 
for Penaljo division of Hamilton 
Shoe Company earned the title for 
being the first representative of 
Hamilton to ship over $1 million in 
Penaljo shoes alone in one year. 

Mr. Swanson was presented with 
a gold watch bearing the inscription 
“Penaljo Millionaire.” In making 
the award, C. D. P. Hamilton, III, 
president, said, “Jim’s accomplish- 
ment last year is a matter of great 
pride to all of us. Although 1959 
was outstanding for him, Mr. Swan- 
son has sold over $8 million (at 
cost) of Hamilton shoes in the 12 
years he has been with us.” 
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(BREAND-HILTON, CINCINNATTI —% 
lgnagement Conference—MAY 13-16 


OAK TANNERY 
ORPORATION 
NEW YORK 38,N. Y. 
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— Succeeds Cleary as President of Mishawaka Rubber Co. 


ROBERT V. CLEARY LEWIS S. LONG CARL F. CHARLES 





Style No, 322 Style No. 287 
$6.60 $6.00 


Style No. 289 
$6.00 


MAKES A POINT 


Point your sales in the right direction with Calumet’s 
new POINTS — the hottest shoe style of the year. 
Combining the Continental look with a western flair, 
POINTS are available in styles to suit every man. 
Ask to see them, or better still, order a size run today! 


In B-7% to 12; D-6 to 12. 


Write for new Fall 
and Winter Catalog! 


Calumets are Nationally advertised to help you sell! 


LEVERENZ SHOE COMPANY 
Dept. B-203 SHEBOYGAN, WISCONSIN 





MISHAWAKA, IND.—Robert V. 
Cleary, president of the Mishawaka 
Rubber Company, Inc., has retired 
after almost 45 years with the com- 
pany. Elected to succeed him was 
Lewis S. Long, secretary and trea- 
surer, and also a director, since 
1952. 

Mr. Cleary had served as presi- 
dent since last July. Earlier, he held 
various managerial posts for a num- 
ber of years before being assigned 
to Mishawaka, Ind., as assistant 
control manager of the Ball-Band 
plant in 1935. He was appointed 
control manager seven years later; 
elected a director, and secretary and 
treasurer, in 1948, and promoted to 
vice-president in 1952—at the same 
time remaining control manager. 

Mr. Long has served successively 
as a sales correspondent, sales ana- 
lyst, manager of sales research, and 
sales supervisor. He was named 
sales personnel manager in 1945 and 
remained in that post until he be- 
came secretary and treasurer. 

Elected to succeed Mr. Long in 
those two positions was Carl F. 
Charles, who also was named to the 
board of directors. 


So. California Executives 
Elect Cameron President 


LOS ANGELES — The Shoe Ex- 
ecutives Association of Southern 
California has elected John Cam- 
eron, A. J. & J. R. Cook Company, 
as its new president. He succeeds 
Herbert Kaliel, Century Wood Heel 
Company. 

Other officers elected were: vice- 
presidents, Al Hyatt (Holiday in 
California), William Kaliel (Cen- 
tury Wood Heel Company) and 
George Levine (Vogue Shoe, Inc.) ; 
recording secretary, Paul Chernoff 
(formerly of Ted Saval); corre- 
sponding secretary, Victor Solo- 
mon; financial secretary, Samuel 
Burtchell (Doliver Bros), and treas- 
urer, Edward Rosenthal (Cobblers, 
Inc.). 

Sergeants-at-arms are Frank 
Sorce (Sun-Cal Footwear, Inc.) and 
William White (Vogue Shoe, Inc.). 

Elected to the board of directors 
were David Barkin (Stevens Leath- 
er Company); Sol Hurwit (Hurwit 
Leather Company) and Joseph 
Bearce (Carem Company). 
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ISCO Combines Pennant 


Division with Panorama 


ST. LOUIS— The Pennant and 
Panorama divisions of Interna- 
tional Shoe Company will be com- 
bined, effective with the fall selling 
season. 

In announcing the move, Phil H. 
Miller, marketing manager for 
women’s shoes for ISCO, said the 
growth of the Panorama division 
since its inception a little more 
than a year ago makes the addi- 
tional facilities and production 
space necessary. 

The combined divisions will be 
known as the Panorama division, 
with the Pennant division being 
dissolved. 

Management responsibilities of the 
Panorama division will be divided 
between Arthur A. Kuhnert and 
Jack Dalton. Mr. Dalton will have 
charge of sales and styling, and Mr. 
Kuhnert will have charge of pro- 
duction and merchandising. 

Under the new operation, sales 
representatives of Panorama and 
the former Pennant division will 
service both Panorama and former 
Pennant retailers. 


Godman Pushes Mid-Heel 


Line, Eyes Peak Season 


COLUMBUS, O.—Godman Shoe 
Company expects its biggest season 
in more than 10 years, President J. 
O. Moore says. He bases his predic- 
tion on the success of two new lines, 
Kit-a-Peds mid-heels and Old Pals 
children’s shoes, plus “the prospects 
for a generally good year throughout 
the industry.” 

The Godman firm is the manu- 
facturing successor to H. C. Godman 
Company. Mr. Moore recently ac- 
quired the production rights in a 
split of manufacturing and retailing 
operations. 

Godman sales for the season just 
ending will be about 161% per cent 
ahead of a year ago, Mr. Moore 
reports. During the coming season, 
he says, the company expects Kit-a- 
Peds to become its No. 1 selling line. 

“We have backed up that con- 
clusion by introducing a brand new 
last for one heel height, broadening 
the line and supporting it with the 
most comprehensive dealer-aid pro- 
gram in our history,” Mr. Moore 
points out. 
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Alaskans Made in Canada 

MILWAUKEE — The Hampton 
Corporation has appointed the Med- 
calf Shoe Company, Ltd. St. 
Thomas, Ont., as Canadian manufac- 
turer and distributor of Hampton’s 
“Alaskans by Kickerinos” line of 
over-the-stocking cold weather boots. 
A spokesman for the Milwaukee firm 
said new styles and new heel heights 
are being introduced. The line will 
be promoted with increased adver- 
tising in women’s fashion publica- 
tions as well as_ point-of-purchase 
materials. 


Robert Comins Celebrates 


35th Year as Distributor 


PITTSBURGH—Robert E. Com- 
ins, Inc., is celebrating its 35th an- 
niversary as a footwear distributor. 
The company was founded as a rub- 
ber footwear wholesaler and entered 
the shoe field 11 years ago when it 
became a franchised distributor for 
Hussco Shoe Company’s Huskies 
line. 

The Comins firm recently moved 
into a modern warehouse and show- 
room at 1717 Boulevard of the Al- 
lies. 
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Tasteful Bag-Shoe Coordination: Two Case Studies 


Coordination of shoes and 
accessories is smartest 
when it's based on coordi- 
nation of type, material 
and color, with simple de- 
tailing. The two sets of 
matched shoes and bags 
shown here illustrate such 
coordination well. At left: 
all-over punched bag and 
shoe, available in five pop- 
ular colors. "Bravo" shoe, 
with Red Carpet sole con- 
struction by Desco; tail- 
cored bag in Federan, 
styled by Mar-Kam. Right: 
, bag and shoe in "Pony" 
tan. Shoe by Easy Walk- 
ers; capacious travel bag 
also in Federan and styled 
by Mar-Kam. 





Black Is Heavy in Freeman 


Line for the Younger Man 
BELOIT, WIS. — Freeman Shoe 
Corporation has introduced a new 
line of shoes for younger men. The 
line, called “77’s,” is heavy on blacks 
and is designed to sell at an $11.95 
retail price. One boot in the line 
has a $12.95 suggested price. 
Freeman calls the shoes “Blazer 
Blacks” and promotes them as shoes 
for the “fast-moving young men 


known as the ‘wide-awakes.’” The 
line includes slipons, blucher ties and 
boots in moccasin, swirl and plain- 
toe patterns. There are seven shoes 
in the line. 

The “77’s” are all made of grained 
leather with synthetic soles. The 
toe last used for the line is very 
tapered and the shoes are primarily 
high-tongued. 

The basic brogue-type shoes make 
up a majority of the Freeman fall 
line. And 35 per cent of the line is 
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slipons, most of which have a hidden 
gore. 

All shoes of the high-style line 
have lightweight-look soles. They 
feature continental tapered-toe styl- 
ing. In the slipons there are some 
tassel mocs with diamond tips, wing 
tips without the medallion, closed 
seams and French folds. The cordo- 
van line has about six styles rang- 
ing from the medallion wing tip to 
a tapered-toe, raised-seam_ slipon. 
The balance of the line consists of 
two and four-eyelet moccasin types. 


Conductive-Sole Sandals 
Marketed by Foot-So-Port 


OCONOMOWOC, WIS.— A new 
line of wedge-type sandals with 
conductive soles has been released 
by Foot-So-Port Shoe Company 
here. 

The sandals are said to be suita- 
ble for nurses and doctors, espe- 
cially in the operating room where 
conductive soles are needed. This 
type of sole is also becoming a 
“must” in missile centers, the com- 
pany notes. The soles come in both 
white and black. 


hate MONOGAMY 


... When it keeps manufacturers 
married to the old idea that a fine shoe 
line is complete without at least 

one good Kangaroo pattern. 

Light, flexible, profitable, 
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is available from 

William Amer Co. 
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IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 











BOX HANDLERS 





Texas LONG ARM* 


To 


FLORIDA TO 
WASHINGTON 


and nine foreign coun- 
tries are using Long 
Arms. You, too, can han- 
dle the boxes on high 
shelves quicker, easier, safer with Long Arms, or 
you may return them. Handle lengths 24", 36'', 
48" and 60", $3.95; 72'' $4.95. Postpaid in USA. 
Specify handle length desired and if for men's 
or women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 














Syl-mer Applications Shown 


NEW YORK—A “library” of foot- 
wear and other merchandise treated 
with Syl-mer, a silicone water-repel- 
lent and stain-resistant finish, is a 
recent addition to the Dow Corning 
Corporation’s offices at 717 Fifth 
Ave., here. The display is built into 
cabinets along one wall of an infor- 
mal conference room in the com- 
pany’s new quarters in the Corning 
Glass Building. 


C.LC. to Sell German Line 


BOSTON — C. I. C. Machinery, 
Inc., distributors of high-pressure 
molding machinery, will sell, rent 
and service cutting and lasting 
room machinery made by Mas- 
chinenfabrik Moenus of Frankfurt- 
am-Main, West Germany. Officials 
of the two companies recently con- 
cluded an exclusive distribution 
agreement for the U. S. According 
to C. I. C., each machine installed 
will be backed by locally available 
parts and service. 
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brand factories, At 
a Price. 


For Over 4S Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Brands 


"While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ‘82 


Lowest Prices 


Largest Stocks All Price Ranges 


be > 
MOSINGER-COHN 


1235 Washington, St Louis 3, Mo 


M. K. WEIL 
Shoe Company 








1215 Washington Ave. 


MA 1-3363 St. Lovis 3, Missouri 


Advertising Director Tom Duffy of Acme Boot Company, Inc., Clarksville, Tenn., 
briefs salesmen on the firm's "Golden Angus" western boot promotion, built around 
steerhead desiqn and backed by scheduled color ads in Life, Saturday Evening 
Post, Look and Western Horseman plus other advertising. Seated at Denver meet- 
ing are (left to right, in background) George W. Doyne, Doyne Advertising 
Agency, Inc; Al Fastow, Acme sales manager, and sales representatives Morton 
Haaz, Harold Keuhs, Bob Smity, Howard Sippel and Earl Harris, and (in fore- 
ground) salesmen Norman Meltzer, Dick Meech, Ben Sloate and Lester Keithley. 
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Personnel 





JACK BISHOP 
Also Promoted 


MELVIN BIRNBAUM 
Promoted to VP 


Promoted... 


Melvin Birnbaum and Jack 
Bishop, to vice-presidents of Boyle- 
Midway division of American Home 
Products Corporation, New York. 
Mr. Birnbaum joined the company 
last May as assistant to the presi- 
dent, and Mr. Bishop started with 
the firm last July as a product man- 
ager. 

Joseph Kelnberger, to Eastern 
division manager and Eastern sales 
manager of the shoe division as 
well as the drug, variety and gro- 
cery divisions of The Scholl Manu- 
facturing Company, Inc., Chicago. 
He succeeds Frederick A. Schanno, 
who is retiring because of ill health. 


Elected... 


Robert B. McGinnity and Arthur 
S. Wehling, members of the board 
of directors of Mrs. Day’s Ideal 
Baby Shoe Company, Danvers, Mass. 
They have also been made assistant 
vice-presidents. 

Alfred G. Nelson, a director of 
Compo Shoe Machinery Corpora- 
tion, Waltham, Mass. Mr. Nelson 
has been acting general manager 
since the recent death of John F. 
Smith. 


CHARLES W. MOSES 
Sales Coordinator 


PAUL C. DANIELS 
Joins Pied Piper 
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JOHN A. FARLEY 
Third Generation 


JOS. KELNBERGER 
Elevated by Scholl 


In Business... 


John A. (Jack) Farley, associated 
with his father, Robert, in the firm 
of Robert A. Farley and Son, Phila- 
delphia, tanners’ representatives. 
He represents the third generation 
of his family in the leather busi- 
ness. His grandfather, John, is a 
retired director of Surpass Leather 
Company. 


Appointed... 


Louis Plapinger, sales manager 
of Newville Shoe Company, Inc., 
Newville, Pa., manufacturers of 
juvenile shoes, with his headquar- 
ters at Philadelphia. His duties will 
include the styling of a new line 
of junior deb-type shoes for sub- 
teens for the volume trade. 

George Bridges, assistant sales 
manager for Buster Brown division, 
Brown Shoe Company, St. Louis. He 
replaces F. W. Zuzpan, who will 
represent Buster Brown in Wis- 
consin. Lawrence Rericha succeeds 
Mr. Bridges as a Buster Brown and 
Glamour Debs stylist. 

Nick Salerno, vice-president of 
Foldes Industries, West Hazleton, 
Pa., makers of molded footwear. He 
continues as sales manager of both 


P. W. HUMPHRIES 
Also at Pied Piper 


DICK D. RICHARDSON 
Named by RJ&ER 


NICK SALERNO 
Vice-President 


LOUIS PLAPINGER 
Sales Manager 


Foldes and the Skippy Footwear 
and Rubber Corporation of Penn- 
sylvania. His headquarters is in the 
Marbridge Building, New York. 

Rear Adm. Charles W. Moses 
(USN Ret.), sales coordinator of 
Lehigh Safety Shoe Company, Em- 
maus, Pa., distributor. He will as- 
sist in administering the sales, 
merchandising and customer ser- 
vices program of this Endicott 
Johnson Corporation subsidiary. 

Bob Emmet, supervisor of styling 
and detailing, and head of East 
Coast sales for Marshall, Meadows 
& Stewart, division of P. W. Minor 
& Son, Inc., Batavia, N. Y. He was 
with Marshall, Meadows & Stewart 
for 28 years before joining The 
Julian & Kokenge Company. Now 
he will have an office in the Mar- 
bridge Building, New York. 

Al Johnson, manager of the New 
York office of Mrs. Day’s Ideal Baby 
Shoe Company, Danvers, Mass. He 
joined the company recently. 

Paul C. Daniels and P. W. Hum- 
phries, sales representatives for 
Pied Piper Shoe Company, Wausau, 
Wis. Mr. Daniels will cover Texas, 
Louisiana, Arkansas and Oklahoma, 
and Mr. Humphries will cover 
Southern I]linois, Indiana and lower 
Michigan. 


JACQUES JACOBSON 
Represents J&K 


BOB WILSON 
Justin Salesman 
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R. E. Nelson, sales representative 
for Kickerinos, division of the 
Hampton Corporation, Milwaukee, 
covering Mississippi, Louisiana and 
Alabama. He will have headquar- 
ters in Hattiesburg, Miss., where he 
will continue to operate a retail 
shoe store. 

Carroll G. Langton, a member of 
the sales force of Freeman Shoe 
Corporation, Beloit, Wis. After a 
brief orientation period, he will be 
assigned a permanent territory. 

Dick D. Richardson, sales repre- 
sentative for Roberts, Johnson & 
Rand division of International Shoe 
Company, St. Louis, covering South- 
ern Wisconsin, Northern Iowa and 
Northern Illinois. His headquar- 
ters will be in Milwaukee. He 
replaces Carroll G. Langton, who 
resigned. 

Lyman C. Thompson, sales repre- 
sentative for International Shoe 
Company’s general line brands of 
men’s and boys’ shoes in Florida 
with Orlando as his headquarters. 
He replaces Larry Gourley, recently 
appointed district sales manager in 
the Southeast. 

Gabriel (Gabe) Weissman, a spe- 
cial account executive for Genesco, 
Inc., in the Western states, working 
for Glendale, Storybook, Family 
and Acrobat Shoe Companies. He 
was vice-president and sales man- 
ager of Ted Saval, Inc., which re- 
cently halted production. 

Jacques F. Jacobson, sales rep- 
resentative in New York for The 
Julian & Kokenge Company, Colum- 
bus., O. He will be in charge of the 
British Walker sales office in the 
Marbridge Building. 

Bob Wilson, sales representative 
for the Justin Boot Company, Fort 
Worth, Tex., covering Wisconsin, 
Illinois, upper Michigan and In- 
diana. His headquarters will be 
in Wauwatosa, Wis. 

Wayne A. Dollarhide, sales repre- 
sentative for Justin Boot Company, 
Fort Worth, Tex., covering Arizona, 
Utah and Wyoming. His _ head- 
quarters will be in Phoenix. 


Resigned ... 

Stan Sachs, from Burlington 
County Shoe Corporation, Mt. Holly, 
N. J., which he represented in the 
Middle West. Morton Goldstrom, 
Jr., has temporarily taken over the 
territory until a new representative 
can be named. 


May |}, 1960 


John R. Bass Marks 60 Years with Company 


WILTON, ME.—John R. Bass, 
treasurer of G. H. Bass & Company 
here, has become the second man in 
the company’s history to earn a 60- 
year service pin. 

Mr. Bass has been treasurer since 
the firm was incorporated in 1906. 
Starting at the bottom, he had 
worked in the factory to learn how 
shoes were made. He also filled or- 
ders and wrote letters longhand. He 
made a few road trips and later he 
learned about the buying of leather, 
gaining a reputation as one of the 
most astute leather buyers in the 
business. 

Mr. Bass, who is continuing as 
treasurer, reminisced recently about 
his early days with the men’s shoe 
manufacturing firm. 

“In 1900 we had no more than 20 
people working for us,” he recalled, 
“and we did about $100,000 a year. 
We had one salesman, covering the 
State of Maine.” Today, Mr. Bass 
noted, the company’s sales staff cov- 
ers all 50 states and there are about 
325 employees. 


JOHN R. BASS 





To Represent Remington 


WADSWORTH, O. — Remington 
Products Company, fabricator of 
foam cushioning, has appointed 
Hadley Ford Associates of St. Louis 
its sales representative in the 
Missouri - Illinois- Arkansas shoe 
manufacturing area. Stanley Ford 
and Paul Hadley are the principals 
of the firm. 
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Drew shoes simply out-perform 
others with — 

Fresh, imaginative styling 

Superior fit and steady repeat business 


Always IN-STOCK for greater turnover 


Extra sales and profits at the volume 
price in the quality field 


Special financing help available 


of NURSING 


“Sculptured to the foot — 
Famous for fashionable comfort” 


LANCASTER, OHIO 


DREW @ DR. HISS ®@ 





— not subject to chain store competition 


Many doctors recommend our basic shoes 


(NEW YORK OFFICE — 746 Marbridge 
(LOS ANGELES OFFICE — Room 881, 
CANTILEVER-GROUND GRIPPER ® 


Do ia oussliah the: 


"EXTRA PROFIT MARKET 
for comfortable DREW shoes 


VESTY 
Bone pin- 
point pig 


Some styles stocked 
AAAA to EEE, 4 to 12 


Nationally advertised 


in VOGUE and 
AMERICAN JOURNAL 


Bone or 
white pig 


Write TODAY for new 
IN-STOCK catalog! 


peal -me a Al, Cee) i a Mote) ite) 7 wale), | 
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Wanted to Purchase 





PEIRST CALL.... 
We're always ready to BUY your 


* COMPLETE STOCKS 


EDDY 


* CLOSE-OUTS 


* CANCELLATIONS 


GET TOP DOLLAR 
EDDY SHOE CO. 
Always Reliable 


Phone or Write 
WA 5-9533 or WA 5-3927 


SPOT CASH 
132 N. 4th St. 
Phila. 6. Po. 








CLOSE OUTS 


1139-41 South Jefferson 
Phone or Wire Collect 





KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 


Miss Wheelless Sees 
Three ‘Looks’ for Fall 


ST. LOUIS—Fashion coordinator 
Pat Wheelless told Johnson, Ste- 
phens & Shinkle Shoe Company 
salesmen that the fall season will 
herald three looks for women—the 
suit costume with dress and match- 
ing jacket; the princess line, and 
the dressy tailored 
look. 

The last of 
these, she said, 
will create extra 
demand for stack- 
ed heel pumps, | 
while the first two 
will require de- 
tailed pumps, pat- 
terned vamps and 
feminine appeal to 


accessorize the PAT WHEELLESS 











MERCHANTS’ NEEDS 





e/v 
ew I pep? 


PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 

















M. STOFF and CO. 


CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 

















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 6&-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name..... 
Company 
City......... 








DISPLAY 














VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 





Cameron Company Displays 


500 Echo Lane, Glenview, Illinois 


New and originals in plastics and displays 
“To the man who cares about 
his windows" 
Let us re-do your windows 
Send for one of our experts 
JACK CAMERON, GUY MALLOY 
JACK L. CAMERON, JR. 











“looks” properly. 


| Black Suede Gaining—Address- 


| ing a mid-April sales meeting, Miss 
| Wheelless said patterned vamps 
will replace traditional bows on 
black suede footwear. She rated 
| black suede second to black calf, 
but more important than last year. 
| In the brown family, she favors 
medium brown calf over town 
brown for ready-to-wear coordina- 
| tion with 1960 fabrics and milady’s 
| carryover apparel from 1959; briar- 
| wood for classic walking types of 
| footwear; and “Abbey,” a grayed 
| brown neutral, for promotion where 
| indicated. 

She rates reds next—first, cherry, 
then hunt red, and a very dark 
| fuchsia red called dragon. A me- 
| dium gray chinchilla, flight blue, 
| and a mossy mountain green were 
named as choices in other color 
categories. 


Strength in Mid-Heels—Nailhead 
trims will find increased importance 
this fall as vamp detailing, Miss 
Wheelless said. Rhythm Step fall 
patterns displayed strength in 
higher fashion on mid-heels. Un- 
lined types accounted for a major 
segment of the line. Satin linings 
appeared in several patterns. 

McLeod Stephens, president of 
Johnson, Stephens & Shinkle, an- 
nounced details of an extensive na- 
tional advertising program in 
women’s and fashion magazines this 
| fall. 
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e Financial 
United Shoe Machinery 
Annual Income Up 13 Pet. 


BOSTON—United Shoe Machin- | 


ery Corporation and its domestic 
associated companies reported a 13 


per cent increase in net income for | 


the year ended February 29. Income 
rose to $10,429,630, or $4.37 per 
common share, from $9,234,957, or 
$3.85 a share, in the preceding fiscal 
year. 

Gains from sales of shoe ma- 
chines outstanding under lease 
amounted, after taxes, to $1.25 per 
common share. This was up slightly 
from the $1.22 per share realized 
from this source in the year before. 


General Split Corp. Set 
Sales Mark in Fiscal °59 


MILWAU Split 
Corporation, completed its 1959 fiscal 
year with the greatest sales volume 
in the company’s history, according 
to Saul Levine, executive vice-presi- 
dent of the spli’ leather tanning 
firm. 

Mr. Levine said that during the 
fiscal year ended February 28, 1960, 
the company produced over 27 mil- 
lion feet of leather to set a new pro- 
duction record for that firm. During 
the year, he added, the firm well ex- 
ceeded the volume figure of $6 mil- 
lion projected last fall. 

At the same time Mr. Levine 
made known that General Split is 
taking over an additional 12 thou- 
sand square feet in the plant it oc- 
cupies at 748 West Virginia St., 
here. This gives the tannery a total 
of 95,000 square feet. 

In the coming year General Split 
hopes to increase its sales by at 


least 10 per cent, Mr. Levine said. | 
The firm plans to expand its leather | 


lines. 


e Arthur Kleven, an executive of 


the Hallowell Shoe Company, Hal- | 


lowell, Me., is also a poet. His first 
book, “The Eleventh Command- 
ment,” will be published this month 
by the Vantage Press, New York. 


Mr. Kleven has written poetry as a | 


hobby for many years, but the col- | 


lection of philosophical poems 
which makes up the book is the first 


he has ever submitted for publica- | 


tion. 
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Wanted to Purchase 





CASH 


TOP_ PRICES 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
Mam i. ss wality men’s, 
women's and children's shoes. 


oy i? A FOR OVER 45 YEARS 


MOSINGER -COHN 


1235 Washington, St. Louis 3, Mc 


Seth Gaffi n Shoes, me. 
146 DUANE STREET, NEW YORE 13,4. ¢ 


BE 3-7290 





MA 1-3663 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED 


Phone or wire 
collect 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 











WE PAY MORE fo-ausc WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9630 

















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 





YEE 


BARIS BUYS for CASH 77777 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also compiete stores considered 
schs in Fine Shoes From Fine Soerces Sisce 1931 


New York 7, Y. © Tek WOrth 2-5180 
CMMV@@/@@q@qCeC@eMM@@HMM@|ett 


Wédé Wii Wf VY: Y 


BARIS 


T¥E NATION'S FINEST 
GANOCELLATION SHOES 


19-81 Reade Si. 








Classified and Want Ads 








HELP WANTED 


HELP WANTED 


SIDELINE SALESMEN WTD. 








knows about this ad. 





STYLIST—-BUYER 


With Experience in Casual Shoes and/or Slippers who can 
keep a finger on the pulse of the market and can seek out, 
recognize, and adapt styles for a Popular Priced Branded 
Line. Experience in designing and/or Chain, Wholesale, 
or Mail Order buying may qualify you for this position. 
This is an opportunity to join a J 

established National Manufacturer with full responsibility 
for styling the Line. Salary commensurate with ability and 
experience. Send complete resume of experience in first 
letter. All replies in strictest confidence. Our organization 


Reply to Box 720, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 


ynamic, growing, well- 








Experienced 
SIDE-LINE SALESMAN 


1. So. Ohio, Ky., Ind. 2. La., So. Miss., 
So. Ala. . Ark.-Okla. 4. Mountain 
States. 5. California, plus several 
other territories. 


Sports, Flats, Wedges, and Little 
Heels, all 100% instock. These shoes 
retail profitably at $4-$7. Experienced 
men who wish to add or replace a 
line should write immediately in com- 
plete confidence. Our new sample line 
is now ready. 


PHYLLIS SHOE CO., Inc., Mfgrs. 


95 Bridge St., Lowell, Mass. 











SIDELINE SALESMEN WANTED FOR 
BILLFOLD AND MEN’S BELT LINE; 10% 
commission. References required. SIL 
PRODUCTS COMPANY, INC., 406 Elm 
Street, Cincinnati, Ohio. 








SALESMEN WANTED 


SALESMEN WANTED 











THOMAS SHOES FOR MEN 


Nationally Advertised in EBONY—PLAYBOY 
Magazines. Immediate openings in these 
territories: Missouri, So. Illinois; Louisiana, 
Mississippi; Texas; California; Washington, 
Oregon. Enclose photo, resume, references to: 


DRILLIANT BROTHERS COMPANY, Boston 11, Mass. 








PHILADELPHIA and BALTIMORE 


Manufacturer of women’s dress and 
arch shoes. Large in-stock department. 
Some established business. Man with 
Proven record and following. All re- 
plies confidential. 


Reply to Box 722, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











THE COLUMBIA SHOE IN-STOCK LINE 
OF POPULAR PRICED WORK SHOES 
AND BOOTS. Wisconsin, Iowa, Indiana. At- 
tractive commission. UNION SHOE MFG 
CO., Sheboygan, Wisconsin. 


_EXPERIENCED SALESMAN WANTED 
Kansas and Missouri. Complete Line of Men's 
and Boys’ shoes, boots and oxfords. Guaran- 
teed salary and liberal commission on full time 
exclusive basis Give trade references and 
traveling experience. JUNG SHOE MFG. CO., 
Sheboygan, Wisconsin. 

SALESMEN WANTED: EXCELLENT 
OPPORTUNITY for salesmen to connect with 
Volume Manufacturer of complete Line of 
Popular Priced Children’s Shoes. Large in 
stock department and makeup Division. Open- 
ing for full or part time man in Southern 
States. Several other areas available. Contact: 
KIDDIE KUB SHOE CO., Westminster, Md. 


SALESMEN WANTED 


For Nationally Advertised, In-Stock Line 
of Infants’, Children's, Misses’, Youths’ 
and Growing Girls’ Welts. Your OP- 
PORTUNITY to carry on expanding, 
established Line with the first name in 
the business—and Quality and Sales 
Promotion to match! Territories open 
in Mid-Atlantic, Southern and Méid- 
Western sections. Give full details and 
references in your reply. 


ADAMS BROTHERS, INC., Pittsfield, W. H. 














FOR SALE 





ADRIAN FLUOROSCOPE FOR FAMILY 
SHOE STORE. Like New. Latest Model. 
Best offer. PHILLIP’S SHOES, 4906 Cer- 
mak, Cicero, Illinois. 


TWO POPULAR PRICED FAMILY SHOE 
STORES, Major New Jersey cities; well 
known; established thirty years. Approximate 
$250M Volume; small inventories; reasonable 
rents. Reply to Box 718, Boot anp SHOE Re- 
corper, Chestnut & 56th Sts., Philadelphia 39, 
Pa. 

ADRIAN X-RAY MACHINE SHOE FIT- 
TER, Custom made blonde wood, $100.00 
DE LUXE SHOE SHOP, 477 Monroe Ave., 
Rochester, New York. 


FOR SALE: SHOE INVENTORY, OR 
WILL LEASE BUILDING FOR SHOE 
STORE. Best location in town for many years. 
Reply to Box 723, Boot ann Snore ReEcorper, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








|. Texas, Oklahoma 
2. Louisiana, Mississippi, Arkansas 
3. Wisconsin, Minnesota, lowa 
SALESMEN—Side Line or full time if you can 
sell a strong line of women's slip lasted 
casual and walking shoes retailing $8.95 to 
$12.95 write to: 

LISSAK & COMPANY 
100 SAWYER STREET, NEW BEDFORD, MASS. 














LINE WANTED 





YOUNG MARRIED MAN WITH WHOLE- 
SALE AND RETAIL EXPERIENCE desires 
known Line for Kentucky and surrounding ter- 
ritory. References. Reply to Box 721, Boot anp 
Snore Recorper, Chestnut & 56th Streets, Phil- 
adelphia 39, Pa. 





MANUFACTURER OF MEN’S, BOYS’ 
LEATHER SLIPPERS. Established prices for 
volume or retail accounts. $3.00 retailer. Many 
territories open. Reply to Box 719, Boot _anp 
Snore Recorper, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





SIDELINE SALESMEN WANTED _ for 
Quality Line of Children’s Shoes. Top Com- 
mission. Established business in each of the 
following territories: 1. estern Pennsylvania 
and Ohio. 2. Idaho, Montana, Washington and 
Oregon. 3. Colorado, Utah, Wyoming and 
Nebraska. 4. Greater Chicago area. Reply to 
Box 717, Boot anp SHOE Recorper, Chestnut 
& 56th Sts., Philadelphia 39, Pa 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 
Classified Advertising 
is payable in advance 
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Letters... 


‘Grow Room’ and Proper Fit 
Editor: 
In rebuttal to the article written by 


Bill Rossi on “Grow Room in Children’s 
Shoes” in the March 15 issue of Boot 
AND SHOE REeEcorpER, I say, as with re- 
ligion, you can argue all day long on the 
pros and cons and get nowhere. 

Take five shoes from top brands in the 
exact size and width or take five different 
styles from one brand in the same size 
and width, and I guarantee you they will 
all fit differently and I don’t care what 
way you look at it. 

Therefore, gentlemen, it all boils down 
to two things: (1) to know thoroughly 
the last, fit and makeup of the shoe you 
are using, and (2) the relation to the 
structure and anatomy of the foot you are 
fitting to that shoe. 

This does not come easy in this day of 
volume and commission-producing type 
of salesmen. 

In conclusion, where the general feel- 
ing is that seven out of ten children are 
not properly fitted, I agree and I feel 
strongly the need, for any salesmen cater- 
ing to children under 12 years of age, 
of two or three weeks of supervised train- 
ing with two men—one a medical man 
and the other a man who knows how va- 
rious shoes do fit—to coordinate both to 
give proper wear and comfort. 

Measuring devices are nothing but an 
approximation with a psychological ef- 
fect, because if you don’t know what last 
of shoe to put on that particular structure 
of foot you are looking at, that’s it— 
you've had it. 

WILLIAM STAFFOS 


PAWTUCKET, R. I, STAFFOS, INC. 


© Bill Rossi's article reported on recent 
studies which indicate that too much 
“grow room” in children’s shoes can ruin 
the ft and prove dangerous to the grow- 
ing foot. 


A ‘Thank You’ Note 
Editor: 

I'm recuperating now from a_ heart 
attack. I received over 1300 letters, 
postals, cards, flowers, plants and can- 
dies from shoe friends and retailers all 
over the U. S. (39 states). It would 
take me too long to send thank you 
notes for their good wishes, etc. Could 
you thank them for me? 

I’m now confined to my room at home 
for some time (no visitors or phone 
calls). I am hoping that when I get 
back my strength I'll continue my duties 
as vice-president of the Middle Atlantic 
Shoe Travelers and also secretary. 

I hope to be back on the road cover- 
ing my eight states for Laconian Shoes 
Corporation by May 15. 

GENE SACKETT 
1419 E. BARRINGER ST., PHILA. 
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Large PLIRIB installation for all Goodyear Welt Stride Rite® 
shoes is shown at Green Shoe Company. The Stride Rite 
management developed special racks and overhead 
blowers to team with United equipment for maximum pro- 
duction efficiency. 


PLIRIB insole system by United means better shoe- 


making with bigger savings . . . an engineered system 
that’s carefully designed for maximum cost-saving effi- 
ciency ... asystem that’s‘ tailor-made” to your factory 
needs with a proven record of building bigger profits on 
Goodyear Welt shoes. 
Here’s how: 
With the United Plirib insole rib material you get 
a big increase in quality and uniformity. Plirib gives 
you a solid sturdy rib on your insole blanks . . . a rib 
that eliminates the need for all-over reinforcing and pro- 
vides better lasting conditions — lets you get ‘‘in close’”’ 
for better inseaming and tighter edges. 
The UAE Sole Cement Applying Machine — Model B 
with “‘permanent-bond” type cement gives you a uni- 
form cement film and bond strength. The GOODYEAR 


UNITED SHOE 
BOSTON, 











Insole Rib Attaching Machine — Model B speeds up 

production and eliminates unnecessary handling. The 

rib attaching machine gives you complete margin control 
. . ensures accurate rib location. 


Add them all together means “better shoes with 
bigger profits’’ through the Plirib engineered insole 
system ... a United system that combines the latest in 
machinery with the best in insole rib materials and ad- 
hesives to help you cut costs and improve shoemaking 
quality. Call your United representative now and ar- 
range for a Plirib demonstration on your insole 
blanks. Plirib is a product of B. B. Chemical Co., and 
is distributed by United Shoe Machinery Corporation. 
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BUILT-IN soil and waaay resistance 


are now available to you in COLIDOE 
fine suede splits, specially treated with 
famous SCOTCHGARD® BRAND 
LEATHER PROTECTOR. Full color range 


— write for sample swatches. 


J ia 


&) COLONIAL TANNING COMPANY, INC. — ? 
BOSTON 11, MASSACHUSETTS : 





GERBERICHS are “America’s Most 

Popular Boys’ Shoes” because they’re 

styled right by age groups: Youths 

814-12-3, Boys 1-6, Big Boys 614-11. 

6 Vai Each size run, in this fastest grow- 

ing part of the shoe business, has its 

Soups C Z ip aii csmmiaiienidiee program of spe- 


& 
sie bias J cialized styles. 


GERBERICH-PAYNE SHOE COMPANY e mount Joy, PENNSYLVANIA 











